


Alarm clock or cash register-- 
it has to ring repeatedly to get 
results. UNION Dealers build 
lasting profits because they sell 
tools that don’t come back, to 
customers who do come back, 
time and time again. 
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“THAT’S THE POST!” 
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Ir doesn’t take sales talk to sell Bethlehem Omega 
Steel Posts. The points of superiority are so apparent that a farmer 
looking for posts is almost certain to stop looking and buy when he 
sees the Omega Post. No other post is like it. 

There’s the thick-walled, rigid “U” section, that tests have proved 
to be of outstanding strength. There’s the large bearing surface in 
the ground that keeps the post erect even when the ground is soft and 
soggy. And the easily applied, secure fastening clips that hold the 
fence wires positively against any force tending to bear them down. 

The Omega Post is decidedly the post for the modern farm—and 
Bethlehem (Cambria) is the fence. It’s serviceable, and long-last- 
ing. The springy line wires absorb shocks without remaining slack 
or out of shape. The heavy, tight protective coating of zinc on wire 
of corrosion-defying true copper-bearing steel stops rust before it 























has a chance to start. 

Bethlehem Omega Posts and Bethlehem (Cambria) Fence are a 
combination that assures durable, fine-looking fence—and that 
helps to turn now-and-then buyers into regular customers. 




















Rethlehem District Offices are located at Atlanta, Baltimore, Boston, Bridgeport, Ruffalo, Chicago, Cincinnati, Cleveland, Dallas, Detroit, Houston, Indianapolis, Kansas City, Mil- 
waukee, New York, Philadelphia, Pittsburgh, St. Louis, St. Paul, Washington, Wilkes-Barre, York Pacific Coast Distributor: Pacific Coast Steel Corporation, San Francisco, 
Seattle, Los Angeles, Portland, Honolulu. Export Distributor: Bethlehem Steel Export Corporation, New York 
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é NAME that means SECURITY 


HE ADVERTISEMENT reproduced above will appear in’ the 
March 2nd issue of The Saturday Evening Post and millions 
of families will see it. It is typical of the manner in which we 
are maintaining and increasing the prestige, not only of YALE 
Locks, but also of the hardware merchants who sell them. Identify 
your store with this advertising —take full advantage of it by 
keeping the name YALE and YALE Products prominently displayed. 


THE YALE & TOWNE MFG. CO. 
STAMFORD, CONN., U.S.A. 
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The HOUSEWIFE 


is Your Customer in This Department 


SELL THE CUTLERY SHE WILL BUY 





Put This Cutlery Display Counter 
In Your Store At No Cost 


New Simmons merchandising plan includes this beautiful, full- 
size counter, proved in use to be one of the most practical 
helps ever developed for the profitable operation of a retail 
cutlery department. 


Send coupon for full details. 


SIMMONS HARDWARE CO., St. Louis, Mo. 
Gentlemen: 


Give us complete information on the new cost-free plan 
of installing the K. K. Cutlery display counter. 


Selling to women is the policy that has built extra sales 
volume for many of the most successful hardware stores 
in the country. 

Are you getting the women’s trade? — in addition, of 
course, to your business on goods selling primarily to men. 


Keen Kutter Cutlery is the best inducement you can offer the 
housewife in making her a regular customer of your store. 
She knows Keen Kutter because it has been the accepted 
brandof household knives andshearsfor three generations. 


A handsome glass-top display counter — to stock, show, 
demonstrate and sell the Keen Kutter line — is one of the 
effective features of Simmons new merchandising plan. 
It is a plan that appeals to women — and selling to them 
means profits for you. Mail coupon. 


‘ SUL OY 


KEEN 


KUTTER 


O.- ST. LOUIS, MO. 
Long After the PRICE is Forgotten” 
—E. C. SIMMONS 






SIMMONS HARDWA 
"The Recollection of QUALITY Rem 
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PRODUCT IS KNOWN by the COMPANY IT KEEPS 


Progressive companies in many fields are now wrapping and 
sealing their products in Cellophane, but in each field there 
has been one pioneer to lead the way. Panther and Dragon 
were the first commercial tapes to adopt this protective 
sheathing, a step in keeping with their policy of leadership— 
a leadership extending from the superior qualities of the 
tape itself to the Modern way of packaging and merchandis- 
ing it. A product is known by the company it keeps, and 
hardware dealers everywhere know that it pays to stock 


a leader. 
HAZARD INSULATED WIRE WORKS 
THE OKONITE COMPANY 
Factories: Wilkes-Barre, Pa. Passaic, N. J. 


FEBRUARY 14, 1935 


5 











TR red Lo No 


3-in-one 
windage 
disc. Se 
6-in-one 
inserts. 
or hood 
ation. 
The 6-i: 
combins 
game an 
ment be 





“THE, FINEST .22-RIFLE | EVER USED” 


“I congratulate Stevens on what they’ve done with the .22. They've 

given thege arms amazing accuracy, thé most advanced sight 
equipmemt, and many refinements heretofore found only on : 
high-priced custom-made rifles.” _~ 
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< —WILL BRING YOU THE 

BUSINESS ON POPULAR 

PRICED SPORTING ARMS 
IN 1935 


N | EVER BEFORE have so many new and attractive features 





been presented in .22 rifles and .410 shotguns. These features 
add immeasurably to the practical utility, the pride in owner- 
ship, and the pleasures of shooting these enormously popular arms. 






New Black Tip on 
Broad-grip forestock 


New, 9-in-one sights actually offer eighteen combinations and are 
adjustable for windage and elevation. 

New, black tips—a feature of fine custom-built rifles. 

New, broad-grip forestock —an aid in steady holding. 

New, hard rubber butt plate. 





To appreciate fully the sales appeal of these new features all you 
have to do is see, and hold, and sight, and operate a Stevens Buck- 
horn Rifle. ‘ 


Then consider that these appealing features are added to the fun- 
damental Quality for which Stevens is famous— unequalled accu- 
racy, positive smooth-working mechanism, handsome finish and 
enduring serviceability. ; 








Consider the further drawing power in the voluntary endorsement 
of a leading celebrity and hunting authority — Frank Buck, famous 


New 9-in-One Sights 








3-in-one Receiver rear sight, adj ble for el i and x 

windage, has three sizes of aperture openings in sighting sportsman and the idol of men and boys everywhere. 

disc. Selection of aperture at finger’s tip. 

6-in-one Hooded ramp front sight has three interchangeable ° ° onie 

ineean Gaeibacaateie Giiiiaecnsemartoaedh es open All these new attractions will be made known to millions of men 
Sz mentehange. Sessa coqutaed Re eany and boys, through widespread advertising in the leading farm, out- 
The 6-in-one front and 3-in-one rear sights offer eighteen , door, and youths’ magazines. 

— —_ cover ae eae of rifle shooting for 

ame an: t. befi h if i : * 

ssent been pieced ana sthe cognates ofeu ee Consider finally that all these selling values have the sales punch 








of low price —actually offering greater values for less money! 






You can see why this is the line that will attract the most trade — 
turn over fastest—sell in greatest volume. And it carries a good 
margin —for a real good profit. 


Ny pec next pagia— 
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New Broad-grip forestock. 


LINE COMPLETE 






No. 053 No. 055 No. 056 No. 066 


Single Shot Single Shot Repeater Repeater 
9-in-One Sights 9-in-One Sight. 5-Shot 


24 inch, round tapered Extra long, ** Heavy Du- Detachable cli; a- Tubular magazine, hold- 
barrel, with crowned ty” bolt, with built-in zine, 9-in-one ighte, 4 ing nineteen .22S, fifteen 
muzzle for .22S, .22L, positive extractor and inch, round tapered bar- -22L or thirteen .22LR. 
-22LRand the more pow- ejector. 24 inch, round rel, crowned muzzle, for Regular and High Speed 
erful .22WRF, Regular tapered barrel, crowned -22S,.22L,.22LR. Regu- Cartridges. 24 inch, 
awd High Speed Cartrid- muzzle, for 22S, 22L, lar and High Speed Cart- round tapered barrel, 
ges. Positive extraction 22LR. Regular and High ridges. Positive extrac- crowned muzzle. Posi- 
and ejection. Length ov- Speed Cartridges. th. tion poy wage th. tive extraction and ejec- 
er all—41¥ in. Weight over all 41' in. Weight over all 4314 in. Weight tion. Lgth. over all 4114 
about 414 Ibs. about 514 Ibs. about 514 Ibs. in. Weight about 514 Ibs. 


To retail at To retail at To retail at To retail at 


| § @°° s 4a BS SIG? $I P95 


The Stevens Buckhorn line of rifles will be widely advertised in the nation’s lead- 
ing farm and outdoor publications. This advertising will make the new features 
and Frank Buck’s endorsement known to several million prospective rifle pur- 
chasers. The demand will start early in °35. Ask your wholesaler now, to arrange 
for earliest possible deliveries. 





No. 53 No 


Same as No. 053 except Same wee 
equipped with Gold Bead equipped | 
Front and Sporting Rear Front and 
Sights. Sights. 


To retail at To | 


$550 se 





WAN The finest .22 Rifle) 
Lever used’ huh 


VN by - ee sp 
STEVENS Auckhorn.22 Rifle 


ae di and advertising material featu 
Frank Buck, pape ach for your use in assuring xe 
full share of business on this outstanding Hne in 
Send pon for les of Tih d folders. 
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VALUES SUPREME | 


No. 56 


Same as No. 056 except 
equipped with Gold Bead 
Front and Sporting Rear 
Sights. 


To retail at 


Sq_95 


No. 55 


Same as No. 055 except 
equipped with Gold Bead 
Front and Sporting Rear 
Sights. 


To retail at 


$@eo 


ee es ee 


Name 


No. 66 


Same as No. 066 except 
equipped with Gold Bead 
Front and Sporting Rear 
Sights. 


To retail at 


s10°5 


J. STEVENS ARMS COMPANY, Chicopee Falls, Mass. 
Please send me at once, sample illustrated folders on the new Stevens Buck- 
horn .22 rifles and .410 shotguns. 


Firm Name 


Address. 


No. 54 


Single Shot 
A10 Gauge 
Shotgun 
A really handsome gun 
on ia ctaenne, 


sporty arm. 


To retail at 


§@s 


No. 58 


Repeating 
410 Gauge 
Shotgun 
4-shot detachable clip 
magazine. With one 
shell in chamber, 5- 


shot repeater. 


To retail at 


S185 


Dept. L-4 
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Join With Sys 
MYERS 
and make the 
SECOND CAMPAIGN 


[Starting February Ist, 1935] 


“To Sell RUNNING WATER tto the 
Rural Market” and to All Other Markets 


in Your Locality 


Successful and Profitable 


A TIMELY TIP | 


Completeness of the MYERS Line of 
Pumps and Water Systems + Quality 
+ Dependability + Service + Low Prices 
+ Advertising + National Housing Act 
Recognition + Public Utility Co-oper- 
ation + a Waiting Market will lead to 
largely Increased Sales and Profit for 
Myers Dealers During 1935. 
> WRITE or WIRE ~+ 


THE F.E.MYERS & BRO.COMPANY 
ASHLAND, OHIO. (7 
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Fe Greater Performanee 
Greater Publie 
Acceptance for 


The smashing victories and records hung up with Western am- 
munition in 1934 demonstrated anew the super-quality and per- 
formance of the World’s Champion Ammunition, and still fur- 
ther increased its tremendous shooter acceptance. 


The flood of Western wins covered every type of shooting. Im- 
portant national matches were won with Western Lubaloy center- 
fire cartridges. A new national record was made with Western in 
the outdoor Pistol Championship. Super-Match L.R. smokeless 
.22’s were used in setting a new national indoor pistol record. 
At the 1934 Trapshooting Championship Western Super-Trap, 
Field or Xpert shotshells were used in winning the All-around 
Championship and High Run honors. The Individual Skeet 
Championship at Lordship, Conn. was won with Xpert Skeet 
loads. 

In a National Big Game Heads competition 9 of the 18 winning 
trophies were taken with Western cartridges. As many with 
Western as with all other makes of ammunition combined. And 
the two largest bears killed anywhere in the world last year 
were also taken with Western Lubaloy cartridges. 








The long range and game-getting power of Super-X shotshells — 
the superior shooting qualities of Xpert shells —and the smash- 
ing power of Super-X Long Range .22’s added many thousands 
of new customers tothe lists of millions already preferring Western. 
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Performanee Further 
Improved..More 
Advertising 

Every Greater Demand 


Item in the Western 
Line an Outstanding 


















Beet record-breaking accuracy and superb shooting quali- 
ties place the Western line in a class by itself as a sales propo- 
sition for the retailer. But the performance of Western shells and 


Development ee : cartridges is being still further improved. Relentlessly the whole 
: Western organization of experts works to excel even today’s great 
SUPER-X —the original esi ; accomplishments in rifle, pistol and shotgun ammunition. 
range load. Throughout 1935 every retailer of Western ammunition, whether 
ke de he is in the smallest town or largest city, will be backed by the 
SUPER-TRAP —the ‘ela of pty sag strongest, most vital advertising program in this company’s 
champion trapshooters. = __ - history! 
, a Public acceptance is to be still further multiplied—demand in- 
XPERT— top quality at apop- es creased! As never before the call will be for Western. 
ular price. oe 4 Why be satisfied to sell anything else when you can do more shell 
Rear business with Super-X, the greatest long range load of all! With 
FIELD — - preferred ak many ek Xpert, known to the shooters of your community— by no means a 
for 40 years. : 42 5 <taae new-born stranger. 
ae Mee There are a lot of things you'll like about the Western propo- 
SUPER-X .22's tela facil oe sition for 1935. It will pay you to get in touch with the Western 
ing, hard-hitting a range. a ae jobber nearest you. If you haven’t his name and address, we’ll 
cartridges. by be glad to send them to you. 
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most acturate ae carte : 


ridge ever developed. — 


LUBALOY — big game sad 


pistol cartridges. Super-ac- | 
curacy plus terrific impact. | PRINTED IH UL 8s 





It’s taking women by storms 


THE NEW 


‘Ta 


ROAST MEAT THERMOMETER 


Popular, fast-selling instrument wherever 

displayed. To be featured in Taylor ad- 

vertisements in McCall’s Magazine and 
Ladies’ Home Journal. 


H ERE is the latest addition to the Taylor line of cooking 
thermometers. It is proving to be one of the biggest hits of 
all with housewives. Retail selling price, $1.50. 


This new Taylor Roast Meat Thermometer ends all 
guessing about roasting meat. Now even an inexperienced 
cook can have a roast done exactly as she wants it—rare, 
medium, or well-done. The thermometer is amazingly ac- 
curate ... easy to handle ... and durable. The black 
column makes reading easy against the white enamel 
flange. Actual use has demonstrated its practicability 
and accuracy. 

Display this thermometer while it’s new. Get all details 
and a stock from your wholesaler. With your order comes 
an attractive FREE counter display that speeds sales. 


“Ta 


“INSTRUMENTS : 


(Above) Illustratiow in a Taylor Roast Meat 
bermometer advertisement in McCall’s 
and Ladies’ Home Journal, during March. 








66% % M ark-up on Special 


INDOORS AND OUTDOORS ASSORTMENT 
FREE store display with assortment 


Use this Special Assortment of popular Taylor Order this Assortment from your wholesaler 

Thermometers to sweeten 1935 Sales. Here are and display it. Capitalize on Taylor National 

the facts: Advertising. Adopt as one of your 1935 sales 

Total Selling Price . 812.00 slogans—“‘A thermometer in every room of the 

Total Cost to You .. 7.20 house—and make it a Taylor.”” Taylor Instru- 
YOU MAKE 84.80 ment Companies, Rochester, New York. 


Tayler Thermometers 
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OU 
CAN SHARE DIRECTLY 


. . . in the constructive advertising program 
directed to Architects, Builders, Contractors, 
Home Owners and Prospective Home Builders 
to be launched by Stanley this Spring. 

This program will assist Stanley Dealers 
to capitalize to the fullest extent upon the 
building and modernization activities which 

‘ will come directly or indirectly as a result of the 
work of the Federal Housing Administration. 

1935 will be a building year. The Stanley 
Works intends to help its dealers to make it a 
year of better business with increasing profits. 

The influence of this dramatic program 
will be felt by every cooperating dealer in in- 
creased sales of high grade hardware and build- 
ing supplies. 

The details of the program will be fully 
explained in this magazine in March. In the 
meantime if you want advance information 
write to 


THE STANLEY WORKS 
NEW BRITAIN, CONN. 


STANLEY } 


ey 























14 HARDWARE AGE 














i\GE 


KYANIZE announces TWO NEW 


easy way 


PROFIT MAKERS 


a Uf ane 


ITA-COTE 


= @ne4 


J i* 








KYANIZE VITA-COTE and VITA WAX 


New! Yes! And with all the high standards 
of the old well-known Kyanize products. 

PROFIT MAKERS? Certainly! Sales and 
repeat sales! All who finish floors this new 
easy “stand-up” way enjoy it—tell their friends. 





Write today for information on the 


SPECIAL INTRODUCTORY OFFER 


Take advantage now of the great swing to 


modern floor finishing with Vita-Cote, Vita A new plan to enable live dealers to profit right 
Wax and the EASY WAY Applicator. from the start with these new quick sellers. 
* 
Boston Varnish Company 
5929 EVERETT STATION BOSTON, MASSACHUSETTS 
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4} AFTER ONE YEAR 
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| Wyandotte Cave makes 


pIMPORTANT 
’ DISCOVERY! 


a ee MAGINE the unexplored recesses of Wyandotte Cave, 
Indiana. Damp cavernous holes in the earth where only 
the dripping of water is heard. 


Into one of these pits in September 1933 went 
George F. Jackson, adventurous young explorer. To 
lower himself into the pit he used a piece of Columbian 
Waterproofed Rope. 


A year later, Mr. Jackson made another trip through 
this cave. He was surprised to find the rope still 
hanging, so destructive to rope fibres is the pene- 

trating moisture in the Cave. ‘“‘It is the only rope 

that | have known to even hang in the pit for a year 

‘without rotting and falling of its own weight,” 

writes Mr. Jackson. 
Amazed at the rope’s resistance to rot, Mr. 
Jackson sent a piece to us for testing. It broke 
at 3500 pounds, retaining 65% of its original 
strength. A convincing proof of the im- 
portance of Columbian waterproofing. 


COLUMBIAN ROPE COMPANY 
352-80 Genesee St. 
Auburn, “The Cordage City,’ N. Y. 


Branches: New York Boston Chicago New Orleans 


MBI A sermROPE 
PURE MANILA 
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FLAT PAINT ~ DURABLE 


dE tt cbeo used, Or cllor/ 


OU NEVER BEFORE saw a flat 
paint like this... 

A flat paint that provides rich, 
smooth finishes, beautiful enough 
for the handsomest interiors. Yet 
a flat paint so remarkably sturdy, 
so enduring, that it is used outside 
on concrete, stucco and brick. 

Responsible for this vastly im- 
proved flat paint is Dutch Boy 
Lead Mixing Oil . . . a companion 
product to Dutch Boy White-Lead. 

When added to Dutch Boy 
White-Lead, it produces a finish 
that combines the characteristic 
beauty of a white-lead “flat” with 
extraordinary durability. 

The fact that this paint ‘stands 
up outside gives you an idea of 
how it withstands repeated wash- 
ing. Its surface is impervious to the 
things that soil interiors. Ink stains, 
pencil marks, finger smudges, grease 
and dirt are easy to remove. 

And here are some other points in 
this paint’s favor: It is easy to mix... 
you just add Lead Mixing Oil to white- 
lead. It levels out smooth, free from 
brushmarks, requires no stippling. It 
seals...hides firecracks. It brushes with 
the ease and high spreading rate of all 
white-lead paint. Yet on top of all 
these advantages, Dutch Boy Lead 
Mixing Oil gives a white-lead “flat” 
at a reduced cost per gallon. 
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@ Polk Count 
Dutch Boy White-Lead and Lead Mixin 
tor D. J. Linnane states that this combination ae a flat 
paint that is better looking and more durable t 

ever used. Inset shows stucco exterior of Lovejoy Apartments, 
Portland, Oregon, painted and waterproofed with Lead Mixing 
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STANDS THE HEEL TEST 





You can actually grind your heel 
against a Lead Mixing Oil job that 
is thoroughly dry and then clean off 
the dirt without a trace of damage. 














You will want to stock Dutch Boy 
Lead Mixing Oil, along with the other 
Dutch Boy products, to meet the de- 
mand from painters and other sources. 


NATIONAL LEAD COMPANY 


111 Broadway, New York; 116 Oak St., Buffalo; 
900 West 18th St., Chicago; 659 Freeman Ave., 
Cincinnati; 820 West Superior Ave., Cleveland; 
722 Chestnut St., St. Louis; 2240 24th St., San 
Francisco; National-Boston Lead Co., 800 Albany 
Street, Boston; National Lead & Oil Co. of 
Penna., 316 Fourth*Avenue, Pittsburgh; John T. 
Lewis & Bros. Co., Widener Bldg., Philadelphia. 
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BETTER 


up in these six words: Better Looking, 
Better Cooking, Less Work. The whole 
Florence advertising story in 1935 is built around 


Te whole Florence selling story is summed 


these 3 reasons why they BUY. 

BETTER LOOKING: compact, modern with full 
rounded corners and edges; finished in gleaming 
porcelain enamel in three color combinations: 
the popular green and ivory, the new buff and 
ivory, and the smart modern black and white. 

BETTER COOKING: 5 powerful “Focused Heat” 
wickless kerosene burners close up to the cook- 
ing, give clean heat with the convenience of gas, 


economy of oil. Porcelained grid cooking top is 
like a gas range. Full 16-inch oven, insulated with 


rock wool in top, back, sides, and door. It is 
quick and hot or mild and gentle, with Fingertip 
Oven Heat Control and dependable side-wall 
thermometer. 

LESS WORK: Clean gas flame burners are easily 
lighted and controlled. Porcelain enamel finish 
cleans like china. Oven has porcelained linings, 
and racks slide out without tipping. Cooking 
top has convenient end shelf; mantel has handy 
warming shelf; and drawer pan beneath burners 
is easily cleaned. 
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National Advertising 


American Weekly, Ladies’ Home Journal, Good Housekeep- 
ing, Better Homes & Gardens, Country Gentleman . . . in all, 
twelve national magazines will be used, starting in February 
1935, a total of 30 advertisements, including color pages, giv- 
ing nearly 48 million messages! Live inquiries will be sent to 
Florence Dealers. Here’s a campaign you can tie to. 


Big Window Trims 


Popular roll-up poster features Better Looking with three 
modern kitchens: helps you sell Florence Oil Ranges and other 
furnishings. Big colorful background ties up with Federal 
Home Improvement campaigns. Large Girl and Food cut-outs 
feature Better Cooking, while new Arrow Cards point out 
some of the advantages that mean Less Work. Entire display 
sent free to Florence Dealers. 


Sales-aid Store Posters 


Cut-away view of Florence Oil Range shows and describes 
the many features that make Florence stoves work better, last 
longer. Helps your salesmen sell. 


Large Colorgravure Folder 


Eight pages, same size as a tabloid newspaper—folds down 
for easy self-mailer and can carry your own imprint. Tells in- 
teresting story of how young couple moved to suburbs and 
fixed up their home. Beautifully illustrated with new kitchens 
in modern colors. Carries recipes. Also a full description of 
the Florence Wickless Oil Ranges—and a résumé of the com- 
plete line for kerosene and gasoline fuel. Available in quantity 
to Florence Dealers. 
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Gas Ranges too! 


Florence offers a line of gas 
ranges, modern in style, fea- 
ture, color and finish, priced 
to give amazing value. You 
can get in and stay in the gas 
stove game with Florence— 
at a profit, too. 


Two big numbers are shown 
below. Write for the Gas 
Range Catalog. 


au 
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Buffet Model in porcelain, 
white with black top (or with 
white top); also in Shellustre 
tan and ivory or green and 
ivory. Burners in line across 
back. Oven and broiler in 
one compartment. Fully 
equipped. 


Wy) 


/ 
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Table Tops and Consoles: 
compact, full rounded corner 
design; porcelained in white 
with black top and in Shel- 
lustre tan and ivory. Fully 
equipped. 








p is 

vith 1-2-3 good buying reasons for you! ...p/us _ plancomplete with display and literature you'll be 

[t is (4) Amazing values that please consumers and _ proud to use. There’s money for you in Florence 

rtip give you a fine spread; (5) Quality that keeps | Ranges—Oil, Gasoline, Gas. Write for 1935 Plan. 

vall the stoves sold; (6) A style for every prefer- FLORENCE STOVE COMPANY 
ence: Wickless or Wicktype (Kerosene) General Offices and Plant, Gardner, Mass.; Western 

ily Ranges and Stoves, Oil-burning Kitchen |BRUURa| Ofica nd Klan Kankakee Ul; Sele Ofte: Mer 

‘ish Ranges, Gasoline Pressure Ranges, Gas estastisne-e72 Atlanta, Dallas, Detroit, and San Francisco. 

Zs, Ranges—a line complete for every 

ing need and pocketbook; (7) The 

idy name FLORENCE, famous for 63 FE O N 

ers years; (8) National advertising; (9) 


A strong, intelligent merchandising OIL RANGES + GAS RANGES - HEATERS - RANGE BURNERS 
© 1935 sy F.S.co. 
ci SEP REE ARLE 3 TD 
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No. 6 
For Girls 
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No. 4 
For Children 


The Majority 
Would Say: 
‘UNION HARDWARE’’, First 


SK a hundred people to name the different brands of 
roller skates—the majority would undoubtedly men- 
tion: "Union Hardware," first. 



























No. 5 
For Boys 
and Girls 


For 80 years these Nationally popular roller skates have 
been first in skaters' minds, because they are the first 
choice of most roller skaters. First because of their dur- 
able construction, quick adjustment, attractive appear- 
ance and reasonable prices. 


First in sales with most dealers because Union Hardware 
Roller Skates give unfailing satisfaction. Consider what 
first choice means when an attractive window display and 
the urge to buy grips customers who would say: "Union 
Hardware," first. Our 1935 Line is a trade winner. 


Sold by Leading Jobbers 


Reg. U. S. Pat. Off. 
Established 1854 


TORRINGTON, CONN. 
New York Office: 151 Chambers St. 


No, 130 
For Men 
No. 130 L For Women 
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ONE BRAND that will Satisfy 
ALL YOUR CUSTOMERS. 


““BEHR-MANNING” Flint and Emery 


“BEHR-MANNING” Emery Cloth 


The Standard Machinist’s 
Polishing Cloth 


v 


The Mechanic and Home Crafts- 
man who use Emery Cloth KNOW 
WHAT THEY WANT. They don’t 
want “‘just-as-good.”? The cloth 
with the BEAR in the TRIANGLE 
has always been their best bet. 
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Every man takes pride in his 

work and appreciates that the 
proper finishing of a wood sur- 
face requires top quality sandpaper. 

Show him you have it by displaying 
the NEATPAK BOX on your shelves. 


. a the coupon for "your FREE 


copies of the “Abrasive Papers & 


Cloths” booklet. 

















BEHR-MANNING - Troy, N. Y. 


Please send us .... copies of ‘Abrasive Papers & Cloths.” 





CE tae a ORE weisnbiadoneb , 
a en lade ii demttacaceshscaseciothe ‘snedtenadaiie 


SERS SST eae one ssciteniatoaalinaabatahde . 








BEHR-MANNING ~- TROY.N. Y. 


¢ Makers of Quality Sandpapers Since 1872 + 
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THE SATURDAY 
SATIS ee LOY @ 


00 1 { 


PAINT ‘CLEANER 


DIC-A-DOO paint 


- HARDWARE AGE 








6 | anda NEW PRODUCT / 


Sending women into your store. 
Repeat Sales— fast-moving goods 
—with a good PROTECTED profit. 





GE 


You can easily sell Dic-A-Doo 
Paint Cleaner and make money 
on it because 


1 It’s a wonderful product 
* that arouses consumer en- 
thusiasm and repeat calls. 


2 Nationally advertised all 
* through the spring to mil- 
lions — in Saturday Eve- 
ning Post, Better Homes 

& Gardens, Farmer’s 
Wife, New York Times 

and Herald-Tribune Sun- 

day Magazines, the Bunt- 

ing System and to 54,000 





painters and paper 
hangers. 


3, We cooperate and main- 
tain a profit protection 
policy for YOU. 


NOW-—we also advertise Dic- 
A-Doo Paint Brush Bath—the 
new miracle brush restorer—to 
millions. Introduced quietly 
late last year it sold amazingly 
well. At only 5c, people buy 3, 
4 or 5 packages at a time and 
use it up. By all means, havea 
display carton of this profit- 
maker on your counter! 


REX PASTE 
AND WALL SIZE 


REX PASTE—the safe quality paste 
for fine wallpaper. High 
absorption means _ real 
economy. This will be 
the biggest REX PASTE 
year since 1929 — for 
the trend is back to qua- 
lity. How’s your stock ? 





REX WALL SIZE=— Attractive pound 
cartons. Used by the 
better decorators every- 
where. The leading cold 
water size. For prepar- 
=) ing all surfaces for paint, 
wallpaper or calcimine. 








Write for new attractive Dic-A-Doo 
and Rex Display moterial—FREE 








THE PATENT CEREALS CO., Dept. H-17, GENEVA, N. Y. 
New York Office—2 Hudson Street 


In Calif. c/o The Tweedy Co., 24 California St., San Francisco 
In Wash. & Ore. c/o Marsh & Co., 315 Bay Bldg., Seattle, Wash. 
Canada, 371 Wallace Avenue, Toronto 


DIC-A-DOO 
paint brush bath 
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Lhe Winning 


Combination! 


29¢ talks big when it buys all this shaving com- 


They stop, stare, and buy when they see this 
combination. It’s a whopping big value! 
Ever-Ready—the creamiest, smoothest shaving 
cream that ever tamed big, bad whiskers! A 


de luxe Ever-Ready Razor—with full-chrome, 


lifetime, rust-proof finish—and two super- 


fort. It’s the kind of value that brings men in. 
Order generously from your wholesaler. Show 
this combination on your counter and in your 
window—and you'll find the combination of 


their pocketbooks. Window and counter 





sharp Ever-Ready Blades. Famous from 





coast to coast. 


display material packed with each unit of 





DE 24 combinations. 





AMERICAN SAFETY RAZOR CORPORATION, BROOKLYN, NEW YORK 
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7 The shovel is firmly fixed by the blade in the 


testing machine. 





A 250-lb. weight has deflected blade and handle 
2) 714 inches. The spring of the blade has taken up 


this strain, equivalent te the weight of the 
heaviest workman. 


CLOSED-BACK 












After 5 minutes the weight is removed. The shovel 


©) springs instantly back into shape, without a crack 


or sign of strain, with only 34-inch permanent de- 
flection at the tip of the handle. 





sets new standard for socket strength 


Graphically, Wood engineers demonstrate what hap- 
pens to a Wood Closed-Back shovel when it is carelessly 
used as a crowbar. Nothing happens! Wood shovels can 
take it, because they have greater strength in the 
socket, no strap welds to break. 

But photographs cannot show how the same resiliency 
makes shoveling with a Wood Closed-Back easier. Pic- 
tures will not tell you that the steels in Wood shovels 
are harder, tougher to endure the most battering treat- 
ment, to last under the hardest wear, 

And worthy of good materials are the Wood refine- 
ments in design. The Closed-Back permits sturdy one- 
piece construction, a strong, heat-treated shank, and an 


absolutely smooth back. Turned shoulders save shoes 


FEBRUARY 14, 1935 





and shovels, the Tapered Socket gives new balance and 
strength. , 

Buyers discover that Wood shovels are really cheaper. 
Grade for grade Wood quality makes Wood shovels 
outlast all others. Address The Wood Shovel and Tool 
Company, Piqua, Ohio, U. S. A. 


ood > he 


: hovels - spades - scoops 


In these famous grades . . &*Moly? (Mo-lyb-de n-um) 


** Big Fist’ i -~ aod... 3. + Saas Piqua 
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This New Patented System 
of Stocking and Selling PAINTS— 


—CREATED $5,500.00 


NEW CAPITAL! 











90 Feet of Space Saved’ / | sree sae Bee 


handled a nationally advertised 


brand of paint for 20 years. 





His investment in the Paint de- 
partment was $7,000.00 under 
the old method; 65 feet of shelf 
space was devoted to the old- 
fashioned “One Market”’ paint 
stock. 

















He put in the MONAD “Three 
Markets” patented Col-O-Jar 





O OLD-FASHIONED system and reduced his invest- 
MARKET’ Paint Stock ment $5,500.00. He used this 


URNED INTO CASH-- | festmoving herders items! 














































' & 
RE-INVEST YOUR SAVINGS pei rer ncn 
y United States Pat- 
IN GOOD HARDWARE ITEMS | ents ow 1960007 8 V/EX 

Topo a | save (papa tu| “UC e 
“One Market” | “ 4 u ‘ 7 WS 
= mises | ances | MEI | mamusacturea NG , 4 
$1500.00 Yearly $800.00 $285.00] $515.00 saan pone ll @) 0) : " 
$3000.00 “ $1500.00 $500.00| $1000.00] PHILADELPHIA, Pa. g He) [em BIS = 4 
$5000.00 “ $3000.00 $600.00 | $2400.00 bs Se FRES 4 
$8000.00 “ $3500.00 $800.00] $2700.00 a 5) % H PAINTS 4 
a WwW a re 


& MONAD PAINT & UARNISH CO 


Write for Details 





ee 


5 Re a mee el 


The Geo. Worthington Company « Cleveland « Ohio « 








HARDWARE AGE 








i\GE 








BOLTS AND NUTS IN ALL 
STANDARD AND SPECIAL 
SHAPES, SIZES, ALLOYS AND FINISHES 
e STANDARD AND SPECIAL RIVETS OF 
ALL KINDS e TURNBUCKLES e WIRE 
ROPE CLIPS e AUTOMOTIVE AND RAIL- 
ROAD SPECIAL ITEMS e HEADED AND 
THREADED PRODUCTS FOR EVERY USE 
e YOUR SPECIALTIES 
ARE OUR SPECIALTY 


ALLOY STEEL BOLTS END SPRING BOLTS SPECIAL BOLTS LAG SCREWS 
BATTERY BOLTS EYE BOLTS STAINLESS STEEL BOLTS AXLE NUTS 
BLANK BOLTS FANCY HEAD BOLTS STEP BOLTS ‘ JAM NUTS 
BOLT ENDS HOOK BOLTS STOVE BOLTS STAINLESS STEEL NUTS 
CARRIAGE BOLTS J-BOLTS STUD BOLTS WING NUTS 
CULTIVATOR BOLTS LOOM BOLTS TIRE BOLTS TURNBUCKLES 
EAGLE CARRIAGE BOLTS MACHINE BOLTS U-BOLTS - WASHERS 
ELEVATOR BOLTS PLOW BOLTS WHIFFLETREE BOLTS WIRE ROPE CLIPS 
SPRING SHACKLE BOLTS LARGE AND SMALL RIVETS STAINLESS STEEL RIVETS 


HOT GALVANIZED AND CADMIUM PLATED BOLTS, NUTS AND RIVETS 
HOT PRESSED, COLD PRESSED AND SEMI-FINISHED NUTS AND WASHERS 


oa 
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This Contest Extended to April 1, 1935 
Good Window Displays Will Win 


$100 Cash: 


Tying in with the increasingly popular hobby of 
homeworkshops and homecraftsmanship and with the 
National Homeworkshop Guild’s Contest Hardware 
Age will conduct a window display contest devoted to 


Homeworkshop Tools and 
Equipment,Handicratfts, or Both 
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“Fs 
Not only do you stand to win a prize, but you will increase your sales of homework- 
shop equipment and establish your store as headquarters for quality tools. ...... 


Seven Cash Awards as Follows: 


First Prize $35, Second Prize $25, Third Prize $15, 
Fourth Prize $10, Next Ghree Prizes $5 Each 


Any window pictures not winning a prize, but suitable for 
publication will be purchased at $3 each. 


RULES OF CONTEST 


All window pictures submitted become the property of 
HarpwareE AcE and cannot be returned. 

Windows may be put in any time, but contest photos must 
be in Harpware AcE editorial offices not later than April 1, 
1935, to compete. 

There are no entry fees. In case of a tie, each contestant 
will receive the full amount of the award. 

The editorial staff of Harpware Ace are the sole judges 
and their decision will be final. 

Window displays must have appeared in a bona fide retail 
hardware store. 

Pictures should have the name of the window trimmer, store 
and address on the back. 

Glossy prints, 8 x 10, preferred, but all photos will be con- 
sidered on the merits of the display and not on photography. 

Contestants may submit as many photos as they wish. 

Pictures should be accompanied by a brief statement of the 
sales success the firm has had with tools and equipment ap- 
pealing to the homeworkshop hobbyist. 


Displays submitted for this contest may include: hand 
or power tools of any make; or articles made by local 


‘homeworkshop craftsmen or a combination of both. 


This contest is intended to stimulate the sale of all 
tools and related homeworkshop equipment through the 
retail hardware trade and is not restricted to the display 
of the products of any manufacturer or group of manu- 
facturers. 


A SUGGESTION 


While the merits of the display will be the factor in 
deciding the winners, contestants will find that profes- 
sional photographs, taken by time exposure at night, will 
show up the merchandise and display to better advantage 
than is possible by daytime pictures by amateurs. This 
is because night pictures eliminate the daytime reflec- 
tions from across the street. This suggestion is made to 
prevent discouraging results that do not do the displays 
justice. 


Mail all photos FLAT to the following address: 


CONTEST EDITOR HARDWARE AGE 


239 WEST 39th ST. NEW YORK, N. Y. 


HARDWARE AGE 
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WATCH THIS GREASE-FREE 





FILMKOTE Cartridge 





WHAM! When Peters FILMKOTE 


streaked across the shooting horizon last 


year, it broke records everywhere... 
dealers’ sales records and customers’ target 


records. For here was a clean, new 













order for these sales-lubricated cartridges now! 


grease-free cartridge —a .22 that not only 
kept dirt out of the gun, but also gave a 
62 percent better grouping area than 
ordinary lubricated cartridges. And man 


... how that story went across! 


The FILMKOTE Cartridge is a grease-free cartridge. Coated 
with a new, patented lubricant—thin enough to defy detection by 
eyes or finger-tips, full-bodied enough to keep the rifle barrel 
prime at any temperature. FILMKOTE puts bull’s-eyes in your 
customer’s gun; FILMKOTE puts pleasant figures on your books. 
It’s the cleanest, most accurate, fastest selling rim-fire .22 made. 
Get ready for the second successful selling season—get in your 


























1935 WILL BE ANOTHER PETERS YEAR! 


WATCH FOR IT! 


This smashing FILMKOTE 
“bleed” page will pop out of 
an early issue of the Country 
Gentleman to give your cus- 
tomers an eye-full. It will 
send the expert marksmen 
and the average plinkers in. 





ALL THROUGH 1934 YOU SAW THE SUCCESSION OF OUTSTANDING ACHIEVEMENTS BY THE 
PETERS BALLISTIC INSTITUTE. YOU KNOW HOW PETERS TOLD YOUR CUSTOMERS ABOUT 
IT, TOO—WITH THE HARDEST-HITTING stwanreiene CAMPAIGN EVER PUT BEHIND AM 
MUNITION. THOUSANDS OF RIFLEMEN—EXPERTS AND PLINKERS—BEGAN USING PETERS 
CARTRIDGES. THOUSANDS OF TRAPSHOTS, SKEETSHOTS AND HUNTERS SWITCHED TO 
PETERS SHELLS. AND SCORES OF ENTHUSIASTIC DEALERS SAW THEIR PETERS SALES SHOOT 


UP. 1934 WAS A HIGH-VELOCITY PETERS YEAR...1935 WILL BE ANOTHER. WE PROMISE 


YOU THAT! THE PETERS CARTRIDGE COMPANY, Dept. B-22, KINGS MILLS, OHIO 
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IT COSTS NO MORE TO FEED A GOOD COW 
THAN IT DOES A POOR ONE! 


By E. B. GALLAHER 
Editor, Clover Business Service 
Treasurer, Clover Mfg. Co. 


Ik YOU ARE NOT GETTING TURNOVER— if you are not making money on 
your stock of Coated Abrasive Materials—it is a safe bet you are not stocking the 
Clover Color-Stripe line! 







v. Practically every hardware dealer in the country 
prefers to handle Clover products on an equal price basis, 
because he knows that any goods bearing the Clover 
trade mark are uniformly right in quality—always have 
been right, and firmly believes they always will be right— 


and because there is no question about his being able to 


BY CRICKY, I 


FEED THEM COWS ; 








satisfy his customers. 


I know this latter is true, because I have had hundreds of dealers tell me person- 
ally that they didn’t know how good Sandpaper and Emery Cloth could be until they had 
sold the Clover line. 





I will gladly send you a sheet, and if you will compare it with the best you have 
ever seen, I’ll miss my guess if you don’t agree with me that it is superior to anything you 


have ever had. 


And, don’t forget, this perfect quality product will certainly cost no more, and 


will likely cost you less, than the ordinary kind. 


You might as well have the best—you know the old saying: ‘It costs no more to 
feed a good cow than it does a poor one!’’—the same thing applies, to 
Abrasive Papers and Cloths—there is nothing better that can be pro- 
duced than the Clover Color-Stripe line—and prices are always right. 


Won’t you mail the coupon and allow me, through you, to 
y P gn y 





prove my assertions? 





E. B. GALLAHER: 
Clover Mfg. Co., Norwalk, Conn. 








. You may send me, without obligation, samples of: 
Clover Manufacturing Company ge 
NORWALK, CONN., U. S. A. ____| Red-Stripe Turkish Emery Cloth—for polishing. 
Yellow-Stripe Aluminous Oxide Cloth—for cutting 





hard metals. The universal shop abrasive. 
Orange-Stripe Garnet Paper—for woodworking. 
Orange-Stripe Garnet Cloth. 

Clover Grease-Mixed Grinding Compound. 
Clover Water-Mixed Valve-Grinding Compound. 








SANDPAPERS — 

METAL-CUTTING PAPERS AND CLOTHS 
WOODWORKING PAPERS AND CLOTHS - 

Cover GRINDING AND LapPpING CoMPOUNDS ——— 


Character of Business 
































FEBRUARY 14, 1935 


31 


























KEYSTONE 


COPPER STEEL 
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.... of Sheet Metal Excellence 


From beginning to end, the manufacture of high grade AMERICAN 
Steel Sheets is characterized by use of correct materials, properly 
processed by modern methods and experienced craftsmen, under 
skilled technical supervision. This explains why these sheets excel 
for all uses in fields of industry and construction. 

AMERICAN products are sold by leading metal mer- Electrical Sheets, Tin and Terne Plates — also U S S High 
chants. Write for full information on Black and Galvanized Tensile Steel Sheets, and USS Stainless and Heat Resisting 


Sheets, Formed Roofing and Siding Products, Sheets for Steel Sheets and Light Plates. Literature describing these 
Special Purposes, Cold Rolled Sheets, Enameling Sheets, products will be sent upon request to nearest Sales Office. 








‘\: AMERICAN SHEET and TIN PLATE COMPANY “i 
Bn BS rbd . General Offices: Frick Building, Pittsburgh, Pa. f 
ie = en HIGH GRADE SHEET AND TIN MILL PRODUCTS )-== 


{Jad 














DISTRICT SALES OFFICES: 
BIRMINGHAM CHICAGO CINCINNATI DENVER Derroir Houston New YORK PHILADELPHIA PITTSBURGH St. Louis 
Pacific Coast Distributors — COLUMBIA STEEL COMPANY, San Francisco, Calif. Export Distrioutors — UNITED STATES STEEL PRODUCTS Co., New York, N. Y. 
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ALCOA ALBRON 


PASTE AND POWRER FOR 


ALUMINUM PAINT 
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Good Luck Hose Wash- 
ers sell for 10c a pack- 
age, showing you a 
splendid profit, Two 
gross (24 cartons) in 
display container as 
shown. 








Sad Oey 


BOSTON: 
it Oy Ae a 


The most imitated nozzie on 
the market. Never equalled 
in quality. Each nozzle — 
in a separate carton. 2 car- 
tons in full color lithographed 
display gaemnge. The fastest 
selling nozzle in the world. 











Known everywhere by name and 
recognized as the standard friction 
tape of the country. Nationally 
advertised. in 1, 2, 4 and 6 ounce q uh Wg 
rolls; in full color cartons all VAs 
packed in handsome full color dis- 
play containers. 








BOSTON WOVEN HOSE & RUBBER CO. 


Makers of Quality Rubber Goods for More Than Fifty Years 


Works: Cambridge, Massachusetts 


of Standardized 
Mechanical Rubber Goods 


The Boston Line of 


Cee Garden Hose 


A Standard Brand for Every Need 









Postal Address: Box 1071, Boston, 






























Massachusetts 
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PRINS steex SAW 


CHECK THESE ATKINS ADVANTAGES — 


They Mean More Sales for Youe 


ods : Specialized Production— 


ATKINS expert sawsmiths, proud of their workman- 
ship, make the saws that are known everywhere as 


“The Finest on Earth.” They last longer — serve 
better. SILVER STEEL Hand Saw No. 65 








SILVER STEEL— 


Only ATKINS can produce saws of SILVER STEEL, 
the finest saw steel known. 





They are easy to sell— 


Il 


= : Positive control of quality creates customer confidence 
and preference. Thus there is a lot of saw business 
to be had by dealers who let their customers know 


they sell ATKINS. 





Steady Profits . . . Bigger Profits— 


After all, the profits tell the real story. You can 
make more actual dollars-and-cents profit on 


ATKINS because our fair jobber-dealer policy makes — 
nee abe a) 
—— a 


Time Tested Quality— 
i ATKINS SILVER STEEL SAWS have been tried, No. 3 Nest of Saws 


tested and improved over a period of 78 years! 


No. 2 Back Saw 


— Ww 





We are pulling for you— ; ar) | 


E. C. Atkins and Company stands ready to help every 


dealer. Window trim, counter displays and signs, No. 9 Compass Saw 
literature, envelope inserts and information always 
available, FREE. What are your sales problems? : ; 


If your jobber does not have ATKINS 
SILVER STEEL (or Special Steel) saws, 


=, saw tools, trowels or files write to us. 
pf ™~ 





No. 10 Hacksaw Frame 


ih)’ 


ATKINS SILVER STEEL f 





“Blue End” Blade 





3. SS ay an aaa 





Atkins “AAA” Grass Hook No. 15 Feather-weight Trowel 


E.C. ATKINS 4Noc COMPANY: INDIANAPOLIS, INDIANA 


BRANCHES ATLANTA, GA MEMPHIS, TENN NEW ORLEANS, LA PORTLAND, ORE SEATTLE, WASH 
: CHICAGO, ILL NEW YORK, N.Y KLAMATH FALLS, ORE SAN FRANCISCO, CALIF PARIS, FRANCE 
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(Gas from Gasoline by Carburization) 


The ONLY Stoves with Genuine 
| BAND-A-BLU BURNERS 


THEY°RE READ Y-— Ready to set new Sales Records! 
Ready with new and more beautiful colors and finishes ! —— 
Ready with new improvements and new refinements! 7 


The Coleman features which helped these stoves win such a 
sensational success in 1934 will be retained in 1935; the original 
| and genuine Band-A-Blu Burners; the famous Coleman Instant- 
| Lighting Principle, the Dial-Type Carburetor Valve and others. 
| 


NEW 1935 Coleman instant-Gas Ranges 








In newness, in beauty appeal, in simplicity of operation, in 
better cooking performance the new 1935 line is right out in front 
—far ahead. the ey promise to set a new high sales mark this year. 
It’s the stove line with a rapidly expanding market—sells in 
| city, town and country. It’s the line that the modern hardware and 
furniture store needs to make its stock complete. Offered to 
acceptable dealers on a protected Sales Franchise basis, provided 
the Ranshine for your territory is still open. 

Prompt action may win you the right to sell this wonderful line 
of Stoves in 1935. rite or wire now for beautifully illustrated 
catalog and complete details. 





























No. 132-P , 
COLEMAN joe 
LAMP _ 


Instant-Lighting 


A new popular- 
priced Coleman 
Lamp that will 
appeal to those 
who wantsome- 
thing “extra” in an 
attractive lamp 
for the home. Pro- 
vides 300 candlepower 
-of eye-protecting 







No. 228-B COLEMAN MANTLES 


SILK -LITE—Heavy duty mantles - 
M A N made of super-quality,speciallytreat- 

CoO L bE ed Rayon Fibre are the result of years of care- 
a oe eth and experimental test. 

leman Silk - Lite are (cme a 

LANTE RN always Grade “A” quality SS 
a the -— —— = — 

tles made ew chemi 
a —— areapes their 
H H strength an rilliancy. 
Lig ting Made stronger to last long- 
er. Scientifically correct in 
Here is a light men design, size and mesh. No 


“< side seams. Bottoms rein- 
vin, a ee forced. Moisture proof; will not deteriorate. 
’ ’ 


light, Instant-light- made lantern. Lights | .°f°q°aS ESAAee Get Bricee te 


: S.A. Per Dozen, 60¢; per Gross, $6.60. 
.D ted h- 
en 8 pon pa ee instantly, gives up to 300 candlepower STANDARD COTTON MANTLES 


withinnermicaglobe, | Of steady shining brilliance. Has big Wholesale DEALER Net Prices in 
which protects man- | porcelain enameled ventilator top, gen- | u.§.A. Per Dozen 70¢; per Gross, $6.90. 


tles. Fount attrac- . 
es. Fount attrac- | uine Pyrex Glass Globe, long-lasting, RATEX~A “S004 Value” Coleman-made 


seely — > oversize generator, built-in pump. The finest 









































Mantle of Ra - 2 single- 
new high-efficiency, Jumbo-size No. R55 gen- outdoor lamp on the market. $8 50 weave Guten. Carefully . a ae 
erator; built-in air pump. 70 Wie Bs BROOD FRIB occ cssessceccccccnses ° shaped, correctly woven, 
eg,” Sip meshed and + 1 aman, meted 


No. 220-B—Same as 228-B except has 5%- ted with light-giving chemicals. 





No. 131-P — Match-lighting, 300 candle- a 
power, Silvertone base. U.S. Retail Price. $7, 50 inch ventilator top. $7.95 i aoe. Or Bile site, 
No. 130-p— Match-lighting; parchment $5. 95 Be i NS BR crccntscnsncccccncticntonts or No. % Seeders Cotton 
H ms po esi sees a. eh pete fo No. 242-A-—Single mantle, instant lighting, Coleman quality regardless of : 
a except has a -resisting all 11 low il price. 
-purpose small lantern. ; 
lage globe instead of shade. $5.95 | 0.5. motel Priet nner... $5.95 | u.s. Retail Price........... 5¢ each; 6 for 30f 





Wholesale DEALER Net Prices in 
U. S.A. Per Dozen, 45%; per Gross, $5.00. 











COLEMAN ELECTRIC IRONS 
= ; COLEMAN 





























Coleman Automatic Electric Irons offer new customer appeal, new 
profit possibilities because you can sell these outstanding features: SELF-HEATING 
The Coleman Automatic Iron does More Than the Ironing. Saves | R Oo N 
$2 to $5 a year on electricity because the accurate, long-lasting ther- 
mostat automatically cuts off the current when iron reaches temper- The Coleman Self- 
ature set. Consumes current only about 40% of the time while in Heating Iron is 


use, Never overheats; not a fire hazard, prevents scorching. Long thebiggest selling 
tapering point; beveled sole-plate, large glass-smooth ironing surface iron of its kin 

make it possible to do better ironing quicker. Dependable long- The only real in- 
life heating element heats base evenly—no hot spots, no cold edges. stant - lighting 


i 
Z 






















° ” 4: iron made. Saves as much time and work as a 
NOTE: — Ask about the new electric “telltale” display. washing machine, Permits the eperater to 
It’s different ... it visibly demonstrates and helps iron in comfort anywhere... “— one iron. 
sell the economy of man Iron. uts ironing time 44; cost to use ¥¢ an hour. 
ae the Cole — a gas tip —_ or 
U. S. RETAIL PRICES can be operated while iron is in use. ‘as cool, 
« ° blue handle and blue vitreous en- 
Cole I . \ ill not “‘i cold’ thi ; . 
DEALERS! La. ane | eee iene $7.96 | amel body. U.S. Retail Price........ $5. 95 
your store. Start now by showing your cus- No. 39— M rgd Chae; na i stl. po weit bbe 
tomers how the Coleman saves them $2 to $5 3 8.; full size. y ~~ ~ ng oO 4 wri 
ayear. Let them test Coleman Irons in their No. 37—‘‘Master Automatic’’—720 Watts quality Auto- CALL y + COLEMAN = ~y 
homes. Hardware dealers are pushing Cole- matic iron that has — its a perform est olice tor 
men Irons—and rightly so—because it has al- ance in thousands of homes. ............++-+s+++ x wholesale price list, discounts, retail 
ys been the Coleman policy to stand square- No. 36—“‘Master”’ Iron, 615 Watts. "A high qualit: nee 1 hel 
iy \bohind the hardware aud home-owned stores. SE NE nice adidacecheokccdosdsacceandas 34 sales heips, etc. 





THE COLEMAN LAMP AND STOVE COMPANY 


GENERAL OFFICES: Wichita, Kansas, U. S. A. BRANCHES: Philadelphia, Chicago, Los Angeles, Toronto (FD-40) 
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: For years, our Magazine and Newspaper Advertising 
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A FEW GRASSELLI ADVERTISEMENTS 


Reaching nearly 4,000,000 growers of 
fruits, vegetables, flowers, shrubs, 
tobacco, etc. 


FEBRUARY 14, 1935 


has been creating a Nahonal Markel for Jobbers and helailers on 


GRAGGELL 


SPRAY AND DUST PRODUCTS 
Psp will tbe thet 
Nationally Advertised 


and cash in on this demand 


— here are just a few of the many Grasselli 
advertisements carrying our practical crop- 
protection messages to nearly 4,000,000 com- 
mercial growers and home gardeners everywhere 
—who are anxious for relief from the ravages 
of destructive insects and fungous diseases on 
their vegetables, fruit, flowers, etc. 


These ads appear in 33 prominent farm publi- 
cations covering all of the truck farming, tobacco 
growing and commercial orchard sections of 
the country—and continue to run throughout 
the growing season. 


Moreover, we are reinforcing this national adver- 
tising by using many newspapers, inserting our 
local dealers’ names in each ad—a direct tie-up. 


Stock the nationally known Grasselli Spray and 
Dust Products. Then use our free Dealer Helps 
—install our practical window display—set up 
our attractive counter cards—hand out our 
folders and spraying charts—mail our illustrated 
letters to your customers. Make your store CROP 
PROTECTION HEADQUARTERS in your com- 
munity—and get the “lion’s share” of the local 
demand. Order from your jobber—or write us. 


THE GRASSELLI CHEMICAL CO. 
Founded 1839 Incorporated Cleveland, Ohio 


HNade by a Firm with 96 years of Chemical Experience 
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EMEMBER the service that cus- 

tomers get out of Poultry Netting 
depends upon the material that goes 
into it. 

Poultry Netting is exposed to the ele- 
ments day and night—Winter and Sum- 
mer. Rain, snow, hail, fog, salt air and 
moisture soon cause corrosion, unless 
the wire used and the galvanizing insure 
proper protection. That is why 


WICKWIRE 
Poultry Netting 


Is Made from Open Hearth 
Copper-Bearing Steel 


which resists rust much longer than 
Bessemer. Our method and quality of 
Galvanizing insures added protection. 
The wire is drawn in our own mills. 
The weaving done on a special machine 


—the wires are fed through vertical ’ 


tubes which whirl around each other 
making a tight twisted, securely joined 
mesh as the netting passes over the 
roller. 

We control every operation from raw 
material to finished product. Our 60 
years experience is your protection. 


Your Jobber will supply you 





Sell Poultry Netting 
That Resists Rust— 









kite trey Me Sole ey 
SOUS RES ENE GK 


% in. 
1 in. 


Hexagon 


Widths: 12, 18, 24, 30, 36, 42, 48, 
60 and 72 inches. Mesh _ sizes: 
2 in. to % in. Wire sizes: 14 to 
20 gauge. Bales of 150 lineal feet. 
Also good quality galvanized 
Poultry Netting Staples in_ all 
standard sizes and packages. Men- 
tion these staples whenever you 
sell poultry netting. 
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MAKES A HOSE DO MORE THAN SPRAY 


Gardeners can’t resist this new KEYSTONE VAC- 
SPRAY Nozzle which permits fertilizing, disin- 
fecting, and watering as well as the work ex- 
pected of an ordinary garden hose nozzle. It 
makes a hose do more than any other hose has 
ever done before. 


Be the first to offer your customers this new, 
useful hose nozzle which can be used around the 
home, in the garage, barn, garden, orchard, ani- 
mal pens or stable. They will appreciate the 
complete control, from powerful stream to fine 
spray, made possible by an ingenious regulating 
device. They will welcome the better mixing 
and time saved in being able to fertilize or disin- 
fect in one operation. And most of all they will 
like the 75c price for this permanent, attractive, 
chromium plated nozzle. 


KEYSTON 
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Everyone who owns or operates a hose is a prospect for 
the KEYSTONE VAC-SPRAY. ORDER your supply 
now, in the Attractive Dispiay-Carton illustrated here. 
Each nozzle is individually boxed, with instructions on 
the box. Be the first to sell this remarkable new device 
in your community. Ask your jobber for full details— 
or, if he doesn’t as yet handle VAC-SPRAY, write direct 


to us 
= THE MOSE WORZLE THAT 1 962) . 4 
vors mone Twas sprny Vf . 
4g 















RUBBER CO. 


8Il CHESTNUT ST., PHILA., PA. 
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“..» Now 100% Stewart-Warner” 


The amazing, trouble-free performance record of the Stewart-Warner 
Refrigerator—its proven ability to make retail profits NET by taking “serv- 
icing” out of the picture—has caused scores of dealers to swing their entire 








sales efforts to this line in 1935. These dealers know, from actual experience, 


that Stewart-Warner’s matchless mechan‘sm lets them keep their earnings. 
And they’re making sure of profits that will stick. 


How are you set up? Have“service expenses” been gnawing at your profits? 
Then, get in touch with your Stewart-Warner distributor or write us direct 
for full details on“The Line Without a Service Problem” and complete mer- 
chandising plans for 1935. 





STEWART-WARNER CORPORATION 
1833 Diversey Parkway, Chicago, Illinois 
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Many layers — nearly 
250 square inches—in 
every Sun Ray Layer- 
built Pad. Sixteen pads 
to the package. 7 grades. 


U. S. Patent Number 1,932,752 


UN RAY is the steel wool that 

millions know—the nationally 
popular brand—advertised where 
your customers see it and have 
contidence in it—in The Saturday 
Evening Post. National advertis- 
ing—consistently year after year in 


America’s greatest publication— 
that’s the SUN RAY program! 


Stock SUN RAY Steel Wool and 
get your share of steel wool sales 
for modernization and repair work 
in 1935. The big call will be for 
SUN RAY, the big name in steel 


wool! SUN RAY is the only steel 
wool you need. This quality line 
includes: Layer-built pads that 
unwind as they are used, no snarls 
or tangles—One Pound Rolls—the 
Large Household Bulk Package— 
and Jex Pads, the big 10c seller 
that has made steel wool sanitary 
and economical for household use. 


Decide, today, to make steel wool 
more profitable for your store. 
Order SUN RAY from your 
wholesaler. See the SUN RAY 
advertisement in the February 23 
Saturday Evening Post. 


THE WILLIAMS CO., Dept. H-2, London, Ohio 


We Appreciate It When You Specify 
SUN RAY Steel Wool 
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Have Long Given Users 
the Benefits of Quarry Features 


@ Make any comparison you like as to quality in motor trucks—then 
you will appreciate the engineering skill and the manufacturing pre- 
cision inherent in International Trucks. Many features which are now 
being spotlighted by others as something new have long been standard 
with International. Replaceable cylinders; exhaust-valve seat inserts; 
precision-type, steel-backed, removable-shell bearings; replaceable 
valve-stem guides; full-pressure lubrication; self-aligning, self-adjust- 
ing propeller shaft center bearing; roller-bearing, anti-friction-type uni- 
versal joints; and full-floating rear axles are refinements well known 
to International users. International can give you all that you expect in 
a truck, and more, because Internationals are all truck from the ground 
up. Call on the nearest branch or dealer for complete information. Sizes 
range from '2-ton to 10-ton. 


INTERNATIONAL HARVESTER COMPANY 


606 S. Michigan Ave. OF AMERICA Chicago, Illinois 


(Incorporated) 


This new 2 to 3-ton International Model C-40 truck is owned by Boyle Bros., Inc., Newark, N. J. 
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A HEAVIER ZINC COATING 


Due to the new and patented Flame 
Sealed process, a heavier coating of 
zinc is evenly applied to the entire 
surface of the wire. There are no thin 
or unprotected spots which meansa 
positive protection against corrosion 
and rust, and a greater fence value. 











D. you want real volume in farm fence 
sales this year on which generous profits can 
be made? Do you want a fast selling line of 
fence, galvanized roofing, and kindred prod- 
ucts that can be carried at a reasonable in- 
ventory? If you do then consider carefully 
Continental’s exceptional offer on Flame 
Sealed Fence and kindred products. 

Right now you should be building up your 
stocks and making definite sales plans for 
the development of spring business. Conti- 


nental offers you every type of sales co-oper- 
ation, and in addition one of the most com- 
plete and high quality lines of Farm Fence 
and kindred products on the market. Made 
by a new and patented Flame Sealed process, 
Continental fence will last years longer than 
ordinary fence and is a greater value for your 
customers. It is furnished in Pioneer style, 
having the exclusive Pioneer Lock Knot 
construction, and also in hinge joint, Dia- 


mond Mesh, and ornamental designs. 


Write today for complete details on this fast selling and profitable line. 


SEND jor tei 
FREE BOOK 


FEBRUARY 14, 


CONTINENTAL STEEL CORPORATION 


Manufacturers of Billets, Rods, Wire, Barbed Wire, Nails; Lawn, Choin-Link, Diamond Mesh, Farm and 
Poultry Fence; Gates; Black, Galvanized, Galvannealed and Special Coated Sheets; Galvanized Roofing 


also “Seal of Quality” Roofing and Kindred Products 
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WIRE NAILS AND STAPLES 


A EY 
Clet TTT A. 


FOR EVERY NEED 


1 Pe eee 


PACKAGED NAILS 
AND BRADS 


Se . 


STEEL POST 
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GALVANIZED V-CRIMP 
SHEET ROOFING 


GALVANIZED CORRUGATED 
AND ROLL ROOFING 
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Reproduction of window banner in striking colors, size 18 x 36 inches. Included 
with chopper package described below. 


UNIVERSAL 


FOOD CHOPPER | FOOD CHOPPER 
xt PACKAGE 1»o.1935 


(Since 1898) (Special for MARCH Campaigns) 











Contents Usual 
of Package Retail Price 
| | No. 00 @ $1.65 $1.65 
| 4.No.1 @ 1.95 7.80 
2.No.2 @ 2.25 4.50 
| No.3 @ 2.95 2.95 
8 Retail Price $16.90 . 
: Regular Dealer’s Cost, $11.26 
Cuts Without Crushing = . 
Sharp,-STAYS Sharp | Special Package Cost, 10.78 
oo Full usual mark-up even with Nos. | sold 
at special sale price of $1.69 each. ; 


Display Cut-out actually holds a No. | 
UNIVERSAL Chopper. Size 19 x 131, 


inches. FREE ON REQUEST. Slightly higher prices in 


inter - mountain district. 





—ORDER THROUGH YOUR JOBBER— 





LANDERS, FRARY & CLARK, NEW BRITAIN, CONNECTICUT 
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@ We are covering every good farm fence 
prospect by every proven method ... Farm 
. Broadsides .. . 


sures. Many of these helps will carry our 


Papers . . Letter Enclo- 
dealers’ imprint and be sent direct to farmers 
on their mailing lists. In fact, the plan is 
more complete than any we have ever before 


used for you. 


a i Gon oon oe oe oo oe 





outlook is brighter 


Farmers are ready to buy improve- 


ments, and fence is one of the first 
needed. With this we in mind 


we have arranged . . 


More than 18,000,000 
Messages to Farmers 


Every farm paper advertisement is devel- 
oped to produce actual inquiries from 
prospects who are interested in fence buy- 
ing. Every direct mail piece aims to develop 


these inquiries into sales for you. 


208 SOUTH LASALLE STREET «© + CHICAGO 
Offices in All Principal Cities 


Vultee Jdlia Sel Cipuratiin hibuitiany 
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A HUGE 15 UNIT SALES CAMPAIGN 


...to get more American Fence buyers for you A 


AMERICAN STEEL & WIRE COMPANY 
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NOTABLE NEW PRODUCTS 
--- ALL NORGE QUALITY 


@ When you sell a Norge Rollator Refrigerator, 
you turn a customer into a friend. Now there 
are new Norge products to help you turn that 
friend into a customer again. And how much 
easier it will be to make the sale when the cus- 
tomer has learned about Norge quality and de- 


pendability through Rollator Refrigeration. 


Norge dealers have made a spectacular suc- 
cess with one product. Think what they can do 
with these new additions to the line. You may 
be well assured that each and every one of these 


new products exemplify Norge style, beauty, 
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to be written in 
the Norge story 








quality and performance... and carry typical 


. Norge sales support. 


The high expectancy of salability to which 
Norge dealers have been educated, will be 
further stimulated by these splendid new prod- 
ucts. They will sell to old customers, create new 


customers, new store traffic and new profits. 


Write, wire or phone today for complete 


details. 


NORGE CORPORATION 

Division of Borg-Warner Corporation, 606-670 

East Woodbridge Street, Detroit, Michigan. 
* 

Rollator Refrigeration e Electric Washers 

e Broilator Stoves « Aerolator Air Conditioners « 


Whirlator Oil Burners « Gas and Electric Ranges 
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E very trade and industry into which Bond products penetrate 
benefited by Bond's 1934 activities. People bought more Bond 
products than in any year for half a decade. 


Bond pioneered. Bond products set new high quality standards. 
Bond went on the air. And that was only a starter. This year 
Bond is "going places and doing things." 


Great new strides in product values . . . ever closer trade co- 
operation . . . startling innovations in packaging and merchandis- 
ing . . . will tremendously aid every Bond customer in 1935. 


The big news will break in Bond's March advertising. Watch for 
it . . . to your own advantage. Register now for the first mail 
announcements too. Use the coupon. 


BOND ELECTRIC CORPORATION 


257 CORNELISON AVE., JERSEY CITY, N.J. 
BRANCHES AND WAREHOUSES CONVENIENTLY LOCATED 


BOND PRODUCTS: Flashlights; Mono-cell Flashlight Batteries; Dry Cells for radio, ignition, 
telephony, signaling; Storage Batteries; Radio Tubes and Condensers; Automotive Products. 


USE THE COUPON Your Name 


Send first news of Bond 1935 Company Name 


products checked. Address . 
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Each year more people buy MAZDA 
lamps bearing this trade-mark @ 
than any other brand. 

How can you afford not to sella 
lamp so widely advertised as this ? 


ou REMINDED 
Ad LAMPS!” 
uy © puY MAZDA 


mat TO 


et?, ¥: 





A free booklet, ““The New Story of Seeing,” is yours for 
the asking. It tells you many useful things you prob- 
ably never knew about light and seeing. .. packed with 
new, worth while information that will help you in- 
crease your lamp sales because it suggests means for 
selling. .. not merely lamps but lighting as prescribed 
by the Science of Seeing, 


Incandescent Lamp Dept. 166, HA-2, General Electric 
Co., Nela Park, Cleveland, Ohio. 


VAME 


EDISON MAZDA LAMPS ; » 


STREET 


GENERAL @ ELECTRIC Eun mse 
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Please send me my free copy of “‘The New Story of Seeing.”’ 







MAIL COUPON FOR FREE COPY OF VALUABLE BOOKLET 
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With Which is Combined 
Goop HARDWARE 


239 West 39th Street 
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FLOATING HEAD 


Illustration About 
MODEL 101-A 


2/3 Actual Size 





THE NEW TROUBLE-FREE SPRINKLER 


When your customer asks for a lawn sprinkler—sell him a Premax. Make a friend by giving him 
the latest improved device for his lawn and garden. He will appreciate your advising him to buy 
a sprinkler that will give him a lifetime of useful service. He will appreciate the patented Float- 
ing Head principle that eliminates metal-to-metal bearings, prevents wear and reduces leakage. 
He will be glad to own ONE sprinkler that will take care of that large lawn or the narrow strip on 
the curb. 


Give him the satisfaction of owning the sturdy Premax with its clean-cut cast white brass parts, its 
handsome baked enamel finish and its nickel-plated nozzles and bushings. And, while you are doing 
it, you will make a nice profit for yourself. 


TRADE PAPER ADVERTISING, CATALOG 
PAGES, WINDOW AND STORE DISPLAYS, 
STUFFERS, NEWSPAPER MATS AVAILABLE 


Drive home this modern idea in lawn sprinklers by using the new 





displays, inserts, newspaper mats and dealer helps which are This sketch shows the 
PREMAX SPRINKLER in 
sent FREE to you. action, with the head lifted 


on its cushion of water in 


ORDER FROM YOUR JOBBER noon gl which forms 2 
OR WRITE TO rests and revolves. This 


water cushion is kept uni- 
form by relief vent D 


PREMAX SALES DIVISION | i: 2s ue 


S is constantly cushioned by 

Chisholm-Ryder Co.., Inc. water, hence no metal-to- 
? metal friction or wear of 

moving parts—a_ lifetime 


3800 Highland Avenue Niagara Falls, N. Y. sprinkler. 
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HE ammunition situation continues a distri- 
i tae tragedy for the hardware field. Here 

is a large-volume line, with seasonal limita- 
tions, pushed around like a football, year after 
year, to the confusion and detriment of everybody 
involved. As matters stand now, hardware whole- 
salers feel that two strikes have already been called 
on ammunition so far as 1935 profit opportunities 
are concerned. Long before the existence of the 
present serious mail order and chain store com- 
petition this line was subjected to spring and fall 
price battles between the producers and/or among 
the wholesale distributors. 


The ammunition producing field is now limited 
to three well-organized, substantial units. Of these, 
two are dominating factors obtaining practically 
all of their distribution through hardware chan- 
nels. The third is reputed to enjoy most of the 
chain and mail order business, with an increasing 
yet scattered hardware following. Despite this 
small number of separate producing units there is 
evident a complete lack of harmony and coopera- 
tion among them. From the side lines current com- 
petition among these few firms has all the ear- 
marks of a “cat fight” which may some day in the 
near future seriously threaten the status of hard- 
ware wholesalers and hardware retailers as ammu- 
nition distributors. For that reason it would seem 
reasonable for wholesalers to consider the advisa- 
bility of taking a strong hand in an effort to bring 
these warring factors together, within the full limits 
of the law, to keep ammunition in its rightful place 
as a hardware volume line—and at a profit. 


It is no secret that one ammunition manufacturer 
is disgusted to the point of threatening to sell out. 
This can only mean to sell out to the mail order 
firms. Such a development would create a com- 
petitive situation completely out of any control 
and regulation. Its culmination would rob this 
field of any hopes of amicable relations. The 
wholesaler would be the chief sufferer in such a 
move and the ammunition business would then be 
in a condition so chaotic that it is well nigh im- 
possible to appraise the probable disastrous results. 


AMMUNITION AND WIRE CLOTH 


An editorial suggestion to wholesalers 


The very nature of the hardware business and 
the ammunition business makes wholesaler-retailer 
distribution the only economic method for the pro- 
ducers selling through the hardware field. But a 
further uncontrolled competitive attitude may lead 
to uneconomic distribution experiments to the detri- 
ment of both producers and wholesalers. Such is 
the warning we read between the lines, which 
prompts us to urge wholesalers to take immediate 
action toward more harmonious and cooperative 
practices in the ammunition industry. 


Under the auspices of the National Wholesale 
Hardware Association and the Southern Hardware 
Jobbers Association, local and national committees 
of wholesalers should be formed to bring the am- 
munition producers together for a joint discussion 
with wholesalers that the future of this important 
line may be secure and profitable. The manufac- 
turers should welcome such action, as their own 
future profits are also at stake. To wholesalers 
this move seems imperative, with the element of 
time increasingly important. We urge it strongly 
in the best interests of the hardware industry as a 
whole. Such a committee must study and face 
facts and not waste precious time trying to place 
the blame, which is a futile effort. 


If this program is successful, and we believe it 
would be, similar wholesaler committees could take 
like action in the wire cloth industry, which offers 
very parallel problems. Here again the manufac- 
turers (about 14 of them) should welcome this 
move and in both fields a brighter future would 
appear as a result of this official and organized 
cooperation between producer and wholesaler. 


In the history of the hardware business there is 
ample precedent for this suggestion and never a 
more vital need than exists now. We strongly urge 
the executives of the two major wholesale hard- 
ware organizations, as well as the manufacturers 
involved—both ammunition and wire cloth—to 
give this suggestion serious consideration. 
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Good Credit Results Assured 
if Merchant Avoids Poor Risks 


r JHE analogy between life insur- 
ance practice and installment 
store procedure, in handling 

applications, is very close. On the 
basis of the examining physician’s 
report, the home office accepts or re- 
jects with marvelous skill, knowing 
the applications to reject, the home 
office operates with virtual certainty 
of profits. Behind each rejection is 
experience, which shows the risk is 
too great to take. 

The credit man of the hardware 
store should have before him, pass- 
ing on an application, full data of 
the customer. He has had the op- 
portunity, in conversation, figura- 
tively to use stethoscope, X-ray and 
other devices. Other information is 
obtained of the Credit Bureau. 


Rejections 


If the credit man rejects these ap- 
plicants who, on the basis of in- 
stallment selling experience, are 
sub-normal risks, he automatically 
assures that, with only average man- 
agement skill in handling accounts. 
his figures for skips, repossessions, 
legal trouble, will be so small the 
business can readily absorb them. 

There is a lengthy list of occupa- 
tions with which installment experi- 
ence has been very poor. Skip risk 
is high. Average character, re- 
sources, certainty of income, grade 
low. The appended list is not com- 
plete, but suggestive. 

Actors, barbers, carpenters, con- 
stables, contractors, farm laborers, 
food and vegetable peddlers, health 
seekers, race track workers, coal 
miners, hotel employees, commission 
salesmen of all kinds, labor union 
workers. musicians, organizers, paint- 
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ers and decorators, road construction 
laborers, petty business men in 
restaurant, cleaning and pressing, au- 
tomotive, and other trades requiring 
little capital, telegraph operators, 
civic employees, prize fighters, sail- 
ors, boarding house keepers, colored 
ministers, section hands, soldiers, 
structural steel workers, truck driv- 
ers, second-hand merchants, wait- 
resses. 

All employment of a seasonal and 
fluctuating nature carries a presump- 
tion of high installment risk. Of 
course, the fact that an applicant be- 
longs to a sub-standard occupation 
does not prove he should be rejected. 
There can be gilt-edged credit risks 
in all of the occupations listed above 
—but there are mighty few of them! 


Racial Angle 


All races except white—-are very 
dangerous risks to sell on the in- 
stallment plan. Despite this, in- 
stallment houses in certain trades do 
a good deal of business with them, 
but always protect themselves with 
high mark-up and other devices. 

Six risks to avoid, which are en- 
countered by every hardware store, 
are listed in the tabulation below: 

1. Buyers who have bought under 
high-pressure, so that desire to pos- 
sess is not sufficiently strong. Some- 


times, there is disagreement between 
husband and wife over the purchase; 
in other cases, the buyer doubts his 
financial ability. 

2. Customers whose credit records 
are poor. Information furnished by 
trade references is derogatory. There 
have been repossessions, or accounts 
collected by legal process. 


Floaters 


3. Floaters. Records show the ap- 
plicant has changed his residence. 
and employment, often. He has had 
long spells of unemployment. 

4. Customers who find it impos- 
sible to meet regular terms, either in 
respect to down payment, or size of 
payment, or regular payment. 

5. Buyers who already have ob- 
ligations equal to, perhaps exceeding. 
their ability to handle. A _ large 
family may take all family earnings 
for ordinary expenses. Perhaps there 
are heavy installment obligations, as 
for an automobile or household 
furniture, which tax family income to 
meet. 

6. Applicants whose local stand- 
ing is poor in one or more respects. 
They have no bank connections. 
Their personal reputations are poor. 
They have no insurance. 

7. Minors and very old people. 
Married women without legal status. 
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By John T. Bartlett 


Co-Author, Retail Credit Practice, Credit 
Department Salesmanship, and Methods 
of Installment Selling and Collection 


With most such applicants, the in- 
come condition is too uncertain for 
the hardware store to attempt the 
risk. 

Avoiding such risks as have been 
described, the installment seller will 
have no difficulty in keeping reposes- 
sions and skips to a very small 
figure. 

Additional to the sub-standard 
risks which have been described, the 
hardware store should add others 
out of its experience. Occupations 
vary a great deal from one com- 
munity to another, but the Credit 
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Causes of Installment Loss Usually 
Present at Time of Sale 


OHN T. BARTLETT, author of the series of articles on in- 
stallment selling which begins with this issue, is a specialist 

in business research whose major project during the past ten 
years has been retail credit methods. His latest book, 
“Methods of Installment Selling and Collection,” just pub- 
lished by Harper & Brothers, is hailed as the “first authorita- 
tive volume” devoted to installment selling methods. It was 
written in collaboration with Charles M. Reed, now president 
of the National Retail Credit Association, with whom in 1928 
Mr. Bartlett was co-author of “Retail Credit Practice,” and in 
1932, of “Credit Department Salesmanship,” both books 
recognized as the leading texts on their respective subjects. 
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Bureau of any city will readily sup- 
ply a local list of occupations whose 
installment record is poor. As with 
life insurance companies, whose ex- 
perience differs considerably from 
one to another, sp with installment 
stores—individual experience, for 
reasons not at once apparent, may be 
negative. If with fair consistency a 
type of credit risk gives poor re- 
sults with you, heed the experience 
—go slow. 

Neighborhoods, for example, show 
up as sources of poor risks, so that 
a street address is a red flag of cau- 
tion, rejection being indicated unles- 
conclusive evidence of qualification 
appears. 

Teach the buyers what to avoid in 
installment selling, and you have one 


secret to profits. 
(All Rights Reserved, Bartlett Service) 
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Adrrangement of Interchangeable 
display fixtures used in the win- 
dow (right) 












































How Two Prominent Dealers 
Use Hardware Age Display Ideas 


ANY times this department tions are followed when one has pro- the word of two of our readers and 
M. has told of the ease with vided himself with a set of Harp- first-class window trimmers who 
- which the Harpware AGE WARE AGE interchangeable display have profited by the advice. Ray 
Original Window Display Sugges- fixtures. In these pages we present Stanton, of the Pierce Hardware Co., 


Taunton, Mass., is one of those who 
believes in making the most of ideas 
that appear in his business paper. 
Using the interchangeable display 
fixture idea he has produced windows 
that not only give the appearance 
of smartness and good display but, 
to use his own words, “It is astound- 
ing, the ease with which this display 
was produced from HARDWARE ACE 
charts.” He was referring, in this e 
instance, to the window on page 56. 


This paint display by the Pierce 

Hardware Co., Taunton, Mass., 

(Ray Stanton) uses the Hardware 

Age interchangeable display idea. 

Note the appearance of large size 

that the tall units and shallow dis- 
play make 
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TO MAKE YOUR 
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in which hydraulic automobile jacks 
are shown. The amusing and cus- 
tomer stopping poster in the center 
was originated in HARDWARE AGE by 
our own artist-display man. “This 
display,” says Mr. Stanton, “will 
look familiar to HarpwareE AGE 
readers, as it is an enlarged repro- 
duction of a past HarpwarE AGE 
display suggestion.” The large wall 
board center panel is done in black 
and white and is suspended from the 
two large tubes on either side. These 
tubes are covered with green duvetyn 
bordered with black oilcloth. The 
two wall board side panels, done in 
black and white, give the window an 
appearance of great size. Built down 
from the center panel are steps cov- 
ered with yellow cloth on which are 
displayed hydraulic jacks. All mer- 
chandise is priced, which in Mr. 
Stanton’s estimation, is 50 per cent 
of the selling power of any display. 


Paint Window 


The paint window will interest 
many of our window trimmers at this 


M. J. Liberta of the Tri-City Hard- 

ware Co., LaSalle, Ill., has made 

several units of the Hardware Age 

interchangeable fixtures and util- 

izes them well. Note how they 

assist the trimmer to build up the 
back of his displays 
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season, particularly in view of the 
present FHA activity to revive build- 
ing and renovizing of home and busi- 
ness property. (Incidentally see to 
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Arrangement of Interchangeable 
display fixtures used in window 
(left) 





it that you have a fresh coat of paint 
on that store front, signs and all store 
property). In this window the back- 
ground and side arches are of wall 
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board painted light blue, with the 
backs and fronts separated by a 
34x4” board. Set in behind the 
arches are two wall board panels 
with a display of paint brushes 
prominent. The center panel head- 
ing consists of black wall board let- 
ters 4” high. The effect of a deep 
window is obtained by using a tall 
background and tapering down 
sharply to a flat floor display in 
front. The five-gallon paint prices 
tend to give the customers a hint on 
house jobs rather than patch ups. 
All signs are printed on a Line-O- 
Scribe machine. 


Mr. Liberta Says 


Another enthusiastic user of Harp- 
waRE AGE interchangeable display 
fixtures is M. J. Liberta, of the Tri- 
City Hardware Co., La Salle, III. 
In a smaller town, says B. Orlandini, 
of that firm, the windows have to be 
changed more frequently than in the 
cities. “A set of display fixtures.” 
he continues, “that can be changed 
and made to look different, is a boon 
to the window trimmer. We have 
used display fixtures that were shown 
in HarpwareE AcE and have found 
them a great help. We are sending 
this idea to you as it may help some 
one with their window display. 

“The display fixtures were built 
of one sheet of wall board, four by 
eight feet. The pillars in the back- 














ground were made of six and seven 
inch stove pipe covered with crepe 
paper. Although not shown in the 
photograph, we used a colored 25- 
watt lamp on the top of each pillar. 
The letters were made by tacking 20 
sheets of cardboard together, marking 
the original letter on top and cut- 
ting them out on the jig saw. The 
complete alphabet is on hand and 
the lettering is changed easily.” 
The units in three different ar- 











rangements are shown in the small 
one-column illustrations. These are 
but a few of the units that are in- 
cluded in the sheet of instructions 
provided free to hardware window 
trimmers who write for them. A 
suggestion of the many arrangements 
possible with a full set, which may 
be built in your own work shop or 
by a local carpenter, may be had 
from the two sketched window dis- 
play suggestions that appear in each 
issue of HanDwaRE AGE. Not only 
does our artist display man give you 
a variety of arrangements, but pro- 
vides frequent background cartoon 
suggestions, some in motion, and 
practically all have lettering sug- 
gestions and wording for a smart 
window. 


Blueprints Available 


If you have not already joined the 
large number who have written in 
to the managing editor for a copy 
of the sheet of instructions, do so 


Another window using a Hard- 

ware Age window suggestion. The 

background cartoon is one of the 

many appearing in these articles. 

They are easy to draw with a chart 
provided 
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today. . But bear in mind, HaRDWARE 
AcE does not manufacture this dis- 
play fixture, nor any other, and has 
no connection with any manufac- 
turer of fixtures. Our sole interest 
is to provide our readers and win- 
dow trimmers with ideas that will 
make their displays stand out above 


_the crowd. Our photographed win- 


dows are chosen with that idea in 
mind and they are reproduced so 
that you can use them. 


From California 


Another unusually effective and 
easy window to trim as far as mer- 
chandise is concerned is that of the 
“Cementhide” display of J. P. 
Hooten Co., Long Beach, California. 
This window is a work of more than 
ordinary merit, and was produced 
by the 17-year-old son of J. P. 
Hooten. His work included -the con- 
struction of the convincing appear- 





ing house, the seemingly genuine 
lawn and the very clever and ac- 
curately scaled signs. Such work 
deserves more than passing notice. 
While it is not within the scope of 
every window trimmer’s time and 


This remarkably well made model 
house was made by the seventeen- 
year-old son of J. P. Hooten, Long 
Beach, California. Note the small 
amount of merchandise that is 
shown, but it needs no great effort 
to decide that it is a paint win- 
dow. He who runs may read in 
this case, but we suspect he will 
stop and admire, and remember 
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skill to produce such a model house, 
it is sometimes possible to procure 
one from a local craftsman, particu- 
larly if you have organized a home 
workshop club in your town. Here 
is the model to shoot at and it sug- 
gests a window that will get you 
sufficient attention and sales-making 
value to make the trouble worth 
while. A window such as this would 





These three arrangements are a 

few that are possible with the 

units of the interchangeable fix- 

tures made by M. J. Liberta of the 

Tri-City Hardware Co., LaSalle, 

Ill. Their construction is described 
in this article 


be sure to make the local newspaper 
take notice—perhaps print a picture 
of it—which would be sweet help for 
your cash drawer. 








Window trimmers, let no one di- 
vert you from the thought, that no 
matter what other advantages may 
be gained—even though chain stores 
and mail order houses were abol- 
ished—if you do not get people into 
your store you are still going to be 
short on business. We are not going 
back to the “good old days” when 
people came in to buy no matter how 
many flies were in the window. If 
we do curb one type of competition 
it will only be to say “hello” to an- 
other. Good strong sales making 
windows are the first line of defense. 
The window suggestions pages of 
HarpwareE AGE should be your Gen- 
eral Headquarters. 
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The Prospects for Greater 


Purchasing Power in 1935 | 


By BERNHARD OSTROLENK 


In Advertising & Selling* 


HE outlook for business activ- 
ity in the first half of 1935 is 
an all important question to 


business men throughout the coun- 
try. The answer will determine the 
production program of the manufac- 
turer, the sales campaign of the 
merchandiser, and the retailer’s pur- 
chasing schedule. 

One who ventures such an answer 
treads on thin ice. The amiable 
skepticism of modern business men 
has reduced economic prophets to 
the level of the Indian crystal gazer. 
Yet this reading of the future antici- 
pates belief, not by quoting the fiat 
of authority, but by checking over 
the reasoning that projects present 
tendencies into the future. 

First, there is the psychological 
factor of confidence to consider. In 
a large measure, business activity 
will depend on what most business 
men believe will be its course. 
Though much derided and abused, 
confidence is a factor which must not 
be underemphasized. It is true that 
no amount of confidence can over- 
come the destructive effects of a weak 
and frozen banking system, or the 


*Reprinted by Permission 


Pwing Galloway 


absence of farm purchasing power, 
or unemployment, or a high bank- 
ruptcy rate. But given sound funda- 
mental conditions, fear—or its equiv- 
alent, lack of confidence—remains 
the most destructive force in business. 
Business cannot readily revive, even 
if it is on the upgrade, unless the 
country has confidence in that up- 
turn. 

Passing from the psychological 
factor, the fundamental conditions 
for a fair upturn in business activity 
during the first half of 1935 are ex- 
tremely promising. The basic ques- 
tion of purchasing power, first, can 
be divided inte two fields: farm and 
city. 

The farmer, constituting roughly 
one-fourth of the population, is re- 
ceiving consistently better returns 
from his crops. Despite the drought, 
the total cash farm income in 1934, 
including benefit payments, was six 















“Employment and payroll gains, by swelling industrial purchasing power, will 
add to the impetus which the farmer has already given to business.” 


billion dollars, compared with five 
billion the year before, and four 
billion, three hundred million in 
1932. Actually, the drought’s evils 
were much exaggerated by the press. 
Even in the drought area itself, farm 
income will suffer little drop, since 
such crops as the farmer harvested 
have often risen in price sufficiently 
to offset his expected losses. In addi- 
tion are the premiums paid cooper- 
ating farmers by the AAA. 

Much of the reduced corn crop, 
for example, was balanced by the 
260 million surplus bushels of the 
1933 crop which were placed in the 
farmers’ cribs under government seal 
as security for the 45 cents-a-bushel 
loan. Corn on the farm is now sell- 
ing at about 80 cents. Premium pay- 
ments, though contributing to the 
cash income of the farmer, do not 
constitute his main income. In 1933 
they were only 3.3 per cent; in 1934 
they were 7.6 per cent. These figures 
are proof that farm income is on a 
sounder basis than mere pre- 
mium grants from a_ benefi- 
cent government. 

This increased farm income 
has a fairly wide distribution. 
Cotton in 1934 brought 216 
millions more than in 1933; 
grain increased by 16 million; 
fruit and vegetables by 139 
million; cattle by 115 mil- 
lion; and dairy products by 
101 million. Potatoes, cab- 
bage, buckwheat and apples 
show poorest returns, but 
even here the picture is not 
nearly as bad as it was for grain 
farmers when wheat sagged to 30 
cents (now at 92 cents) or when hogs 
were $2.50 (now $6.75). An unsus- 
pected drought benefit raised hay 
prices for farmers in New England, 
New York and Pennsylvania, en- 
abling them to sell good crops to 
Westerners for $15 a ton—$9 better 
than in 1932. 

Not only has the farmer more 
money to spend, but his expenses 
have been sharply reduced. Interest 
payments for 1933 were 70 million 
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lower than in 1932. During 1934 
the Farm Credit Administration, 
through land banks and Commission- 
er loans, refinanced over 1.3 billion 
of the 9 billion in outstanding farm 
mortgages. Rates to borrowers were 
about 5 per cent, in contrast to the 
much higher interest formerly paid. 
Moratorium measures have also de- 
creased principal payments, and the 
same is true for taxes. Payment for 
farm taxes dropped from 600 mil- 
lion in 1930 to 407 million in 1933, 
and the decrease is expected to con- 
tinue for 1934. In brief, the farmer 
not only has a 1.7 billion larger 
gross income, but his net income will 
be considerably larger than even the 
gross indicates. 

He is encouraged to spend now be- 
cause the things he buys have gone 
up relatively less than the crops he 
sells, using 1932 as a base. In terms 
of pre-war purchasing power, the 
farm dollar was worth 61 cents in 
1932; it is now 80, showing an in- 
crease of 31 per cent. 

Because land values have ad- 
vanced, the farmer is given greater 
equity and security in his holdings. 
This, of course, is merely a book- 
keeping item and his larger equity 
is only on paper, but as a psycho- 
logical factor it must be taken into 
account. 

The outlook promises that most 
farm prices will continue to bring 
high prices. Feed and hay should 
continue high until late in the spring. 
Hog prices are likely to advance 
sharply during spring and summer 
months, since slaughter supplies are 
lowest in 20 years. The 1934 spring 
pig crop was 20 per cent below 1933, 
and the fall crop was 50 per cent 
lower. There are now some 10 mil- 
lion less cattle than last year, and 
the lamb crop is far below normal. 
Hence beef and mutton producers 
may confidently expect higher prices. 

Prices of cotton, grain, hay, hogs, 
beef and sheep will hold their own; 
in some cases an advance may be ex- 
pected. This will obviously be trans- 
lated into additional purchasing 
power for the farmer. We need not 
concern ourselves here with the im- 
plications of the long-term trend. It 
is sufficient for the business man to 
appreciate that the farmer, by and 
large the best customer of the na- 
tion, will have fully 16 billion to 
spend on commodities. 


Whether he will spend this, or use 
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it to fortify his position with his 
creditors, is answered in recent sales 
reports in rural districts. All re- 
gions show sales increases; in some 
districts automobile sales have risen 
by 300 per cent. Largely because of 
farm purchases, the 1934 automobile 
production rose eight hundred thou- 
sand cars over the two million figure 
of 1933, and is expected to show fur- 
ther gain in 1935. Parallel ad- 
vances hold true for mail order sales, 
and for chain and department stores 
operating in farm regions. 

The farmer and his family need a 
wide variety of manufactured prod- 
ucts — food, cosmetics, furniture, 
household accessories, clothing and 
linens. For the farm he needs paint, 
lumber, cement, wire, nails and some 
of the less expensive agricultural im- 
plements. During the first upturn 
of 1933 his first expenditure was to 
replace or repair his automobile. As 
soon as credit justifies it, more and 
more farmers will demand automo- 
biles and accessories. Now that the 
farmer regards the automobile, not 
as a luxury, but as a necessity, he is 
everywhere comparing new models, 
while his wife is pricing washing 
machines, vacuum cleaners and me- 
chanical refrigerators. In_ brief, 
there will be a steady increase in 
buying that originates on the farm. 
What the farmer will buy and how 
these millions of dollars will be di- 
verted, depends on how captivating 
the sales and advertising managers 
make their products. 

While the prospect of increased 
purchasing power in the urban dis- 
tricts is not so evident, it is distinctly 
hopeful. Employment and payrolls, 
declining during the latter half of 
1934, have again increased, and both 
start the new year at a higher point 
than last January. Federal housing 
and public works programs continue 
to give hope for increased employ- 
ment. 


Labor troubles indicate a probable 
hindrance to general business im- 
provement. Unionization has taken 
rapid strides forward, and threatened 
or actual strikes approached a new 
high in 1934. The controversial Sec- 
tion 7a has been considerably clari- 
fied, however, and there is substan- 
tial hope of a formula being devised 
to eliminate prolonged warfare be- 
tween labor and capital, disastrous to 
business improvement. 


The direction big business will 








take actually determines the purchas- 
ing power of city workers. Employ- 
ment and payroll gains, by swelling 
industrial purchasing power, will 
add to the impetus which the farmer 
has already given to business. These 
gains, of course, depend on whether 
or not utilities, railroads, oil and 
other large powers have courage 
enough to go forward. 

Fear, as a restraining force on 
business, is being dissipated, bank 
failures are increasingly rare, and 
business credit is more and more 
available. Big business looks with 
far less alarm and discord on the 
probable legislation of Congress, and 
an unbalanced budget continues to 
gain attraction as a sound investment 
for industry. 

As this is written, the index of in- 
dustrial activity is moving up for 
the third time since the New Deal 
took command at Washington. The 
first upturn, in April, 1933, was 
largely the consequence of protection 
from prospective New Deal legisla- 
tion. The second upturn, early in 
1934, was a reaction to undue pessi- 
mism when the New Deal program 
did not bring about all that opti- 
mists had expected. The present up- 
turn is sounder than either of the 
other two in that it depends not on 
any legislation, but appears as the 
consequence of some six healing in- 
fluences at work: an adjusted price 
structure, purchasing power in the 
hands of the farmer, increased pur- 
chasing power of the worker, disap- 
pearance of bank failures, increased 
flow of credit to business, and in- 
creasing foreign trade. 

The rational business man, prepar- 
ing his spring program, cannot af- 
ford to overlook these immediate fac- 
tors. Much may still be unsound in 
our economic structure. New Deal 
policies may need drastic revision. 
The powers and programs of NRA 
and AAA may need to be pruned and 
re-directed. The struggle for new 
taxation is in the offing and may af- 
fect business. The same is true for 
labor. But in the main, none of these 
factors detract from the force of the 
forecast that for the first half of 1935 
the business man may look for sub- 
stantially better sales volume than 
for the corresponding period last 
year, and a further improvement 
over the last half of 1934. The de- 
gree and scope of this advance, in the 
final sense, lies wholly in his hands. 
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The Federal Housing Administration, Washington, D. C.. 
is happy to offer suggested individual or group advertis- 
ing ideas to be used in the newspapers, circulars or bill- 
boards. Write the FHA and ask for a set of suggestions. 





Come in and Let Us 
Talk’ Cver Your Con- 
templated Remodel- 


ing in Our Line. 


THE HOLCKER HARDWARE 


Quality PHONE 4311 











Service 








HARDWARE AGE 








IMPROVE © 


YOUR PROPERTY! 
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Increase the Value, Beauty and pa 
Comfort of Your Home tended over » peried of 


CONSULT THE FIRMS LISTED BELOW 
a Who Will Be Glad To Arrange All Details Of Financing 
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Heating and Air 
Conditioning 
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Mayflower Sales Co. 
264 Anya St Hatet Carte Bid, 
Ta 7-500 


+. Cooperative billboard advertising used in Van Wert, Ohio, 
AS ae by hardware merchants, lumber yards, plumbers, etc., to tie 
2 Pet ta 24m up with FHA program. Owens Outdoor Advertising Service, 


— Van Wert, handled the job. 
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Sason Drug Co Building Materials 


729 Main Se. Tet 21261 
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The McHugh Hardware Co 
Donat Seowet ot Telephone 5 5444 
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With an Improvement Loan Made Possible by the National Housing Act! 


Designed to put 4,000,000 unemployed back to work by the loaning of $1,500,000,000 now 


2 a bs Benjamin Slitt, Inc in private funds, the Federal Housing Act merits the co-operation of lender and borrower | 

nate eee Fees ee alike. The impetus that it will add to such trades as painting, roofing, additions to build- 
res samme comraac 

and Fixtu Thomas ings, papering, plumbing, cooling and heating plants—and the subsequent sales of new | 


furniture, lighting fixtures, rugs, linoleums, gas and electric appliances and other house- 
hold furnishings and equipment—can hardly be estimated, so widespread and mammoth 
will be its results. Investigate. Learn how the Federal Housing Act affects you, and plan 
to do your part in making it 2 mighty factor in the recovery program, 
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Prevent Its Deterioration 





Homes, like people. get out of repair at Limes A house 
weeds doctoring as well ass human. Every home weeds | 
some reconditioning every year. During the past four 
yeare of financial strain, home owners have postponed 
repairs, Three out of five homes now need moderniz- 


Neglected, it pays no dividends. Protected and improv- 
04, your home pays many times over in convenience, 
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for a lean; if you don't, finance the job yoursell and co- 
operate in this recovery program. 


ready —and, the time i ripe to Act NOW! Your enthy- 


and that industry is conceded to be pons mapa 
the heart of the recovery problem. 
It remains for private enterprise to 
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Improvements to Be Considered 








This is Your Opportunity 
to Make Needed 
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. . . ' Complete details concerning Home Improve. Maki Home | nt Loa 
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. ; > < 2. The regulation which previously held that | 

lo make people conscious of the 1714 Homes Need Minor Repairs. could only be made for improvements on shacany ; 
© . . 506 Homes Need Structural on which some sort of structure had already been : 

great opportunity to modernize their Repairs in existence has been revised. 
ai 927 Homes are Without Garages. 3 Th hereto’ f : itchen tnét> i 

homes on terms they can meet. Tell 33 Homes Have Neither Hot Nor cited beevewer may crvure team to sow enme ‘ 

stricted. ‘ 
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them the answers to the many ques- ——— eee 4. Greater flexibility in spreading the loan over a per- | i 
F oe : h ' < d Wh 115 Homes Have Neither Gas Nor iod of five years instead of three. 7 
lions arising in their minds— oO Electricity for Lighting. 5. Greater leniency now possible in some cases on ob- ‘ 
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The following Firms have made possible an Advertising Campaign of 10 pages, of which this is the eighth on Better Housing —— 
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Just Among Ourselves 


BOYCOTT— 


It is increasingly apparent that or- 
ganized retail hardware dealers are 
disposed to a program of boycotting 
lines made by a manufacturer who 
sells through chains and/or mail or- 
der houses. Such a development is 
quite natural following the long-suf- 
fering price inequalities which have 
beset the hardware dealer. That the 
National Retail Hardware Associa- 
tion has never sanctioned such a pro- 
gram (it would be illegal to do so) 
has not been a restraining influence 
among the articulate who attend the 
conventions of the affiliated state as- 
sociations. That such ideas are very 
popular and well-applauded shows 
definitely the more militant trend of 
thinking among such dealers. A fa- 
miliar and proper argument is built 
on the records which estimate 75 per 
cent of all sales through independent 
wholesaler-retailer channels and 25 
per cent through chains, mail order 
houses, ete. But is this the answer? 


EMOTIONS OR 
ECONOMICS— 


It would seem more practical to 
avoid lines on which chain stores and 
mail order houses have unfair price 
advantages not available to the hard- 
ware trade, first making an effort in 
cooperation with wholesalers to ob- 
tain an equitable position. The emo- 
tional appeal of a punitive program 
cannot be denied, but it is doubtful 
economics. Followed to the ultimate 
conclusion, such a program would 
likely lead to even more acute price 
competition. If all manufacturers of 
a specified hardware item stopped 
selling chains and mail order firms, 
these competitors would not go out 
of market on such products. They 
could import, establish their own 
production facilities or bootleg prac- 
tically any line of merchandise in 
which they are interested. They 
have done it before and could do it 
again, if only for competitive rea- 
sons. Or some one manufacturer in 
the group might elect to concentrate 
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all of his efforts with chains and 
mail order houses, which is true in 
many lines today. In any of these 
developments all chances of reform, 
control, or even cooperation, are 
completely removed. From manu- 
facturers not enjoying any hardware 
distribution you could not expect any 
cooperation. The manufacturers not 
selling the chains and mail order 
houses (judging from experiences to 
date) could take the attitude that 
they were not guilty and therefore 
could not change the mail order situ- 
ation. And with existing uneconomic 
practices in hardware distribution, 
many such manufacturers cannot 
change the situation very much. 


UNECONOMIC 
PRACTICES— 

Among the practices which keep 
hardware distribution costs at pres- 
ent levels are lack of concentrated 
buying by both wholesalers and re- 
tailers; lack of regulated stocks rec- 
ognizing the more active sellers; in- 
difference toward economic packing, 
forcing the breaking of packages; 
refusal to meet competitive prices 
when sufficiently low costs are made 
available; failure to' advertise com- 
petitive offerings both on price and 
methods; lack of store arrangement 
which induces and facilitates store 
traffic, second sales, and_ self-ser- 
vice on non-profitable, competitively 
priced items, and too often an un- 
willingness to handle new merchan- 
dise because it is new or foreign to 
previous conceptions of “what is 
hardware.” Being independent 
stores, the owners do not have to 
participate in selling campaigns, 
merchandising programs, nor follow 
methods they don’t like nor approve, 
despite the validity of the study and 
knowledge available at their source. 
Chain store managers either partici- 
pate in all such activities arranged at 
headquarters or they seek new jobs. 
These may not be pleasant nor wel- 


come facts, but are the facts never- 
theless, and I present them in the 
earnest hope that our readers will 
come to recognize their importance 
to their own future welfare and my 
own. 


METHOD COMPETITION— 


Price is important, vital, and can- 
not be shoved aside in any thought- 
ful study of competitive problems. 
But price alone will not solve the 
problem nor change the competitive 
situation. If every hardware mer- 
chant in this country could immedi- 
ately obtain every competitive price 
on every item in stock and failed to 
also be “in competition on methods,” 
the situation would be worse instead 
of better. Competitive prices always 
mean reduced margins and require 
some compensating longer margins 
and higher unit sale items elsewhere 
in the picture. So we have competi- 
tive goods, consistently advertised to 
create store traffic, but must also have 
higher-priced, longer-margin  mer- 
chandise to come through the year 
with a profit. On this vital subject 
of “Method Competition,” Harp- 
warE ACE has recently published two 
instructive articles, one by L. H. 
Bronson and the other by C. J. Whip- 
ple, both prominent wholesalers. As 
long as they last, clippings of these 
articles are available. 


AGITATION OR PLANS— 


Anti-chain store agitation, efforts 
to pass legislation curbing chains and 
code efforts have all proved futile as 
aids toward solving the competitive 


problem. Making faces, calling 
names and appealing to loyalty 


from sources of supply or customers 
have been equally fruitless. Having 
been guilty of indulging in all of 
these human weaknesses myself, I 
can speak freely. The hardware 
business must develop more closely 
knit, wholesaler - retailer relations 
with joint efforts to effect merchan- 
dising plans that compete on price 
and on methods. And that’s another 
story for another issue. 
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The Fundamental Issue of Today 


LMOST every situation, either 
A in great or in small affairs, 
finally boils down to a choice 
of two courses of action. In the be- 
ginning, side issues, ignorance, lack 
of information and human preju- 
dices, cloud the fundamental prob- 
lem involved. But as time passes, 
and as these side issues are cleared 
up, then the one great issue involved 
finally is revealed. Countries stand 
or fall. Great national figures arise. 
History and reputations are made in 
the battle that rages before the set- 
tlement of the one great final issue. 
A study of the history of nations 
teaches us many lessons, when we 
read of such struggles of the past. 

Benjamin Franklin in his green 
velvet suit, stood before the lords 
in London and was abused and in- 
sulted as a rebel. He barely escaped 
imprisonment and a trial for his 
life. At that time the issue between 
England and the colonies was not 
entirely clear. There were a.num- 
ber of issues. Finally, however, it 
all boiled down to the great issue 
of independence, and in this one is- 
sue, the other smaller issues dropped 
out of sight. 

It was not very long afterwards 
when the government of France rec- 
ognized the independence of the 
colonies, and Benjamin Franklin 
was summoned before the King of 
France to receive the congratula- 
tions of the King and the applause 
of the French nation. Franklin was 
just human enough on this, the great- 
est occasion of his life, to wear the 
same old green velvet suit he wore 
on that other fateful day in London 
when he was insulted and abused. 
History states that when he appeared 
before the King of France, the suit 
was too small for him. It was worn 
at the seams. In fact, it was very 
seedy. But Franklin was astute 
enough to have the word passed 
around that he was wearing those 
old clothes because of their histori- 
cal significance. This bit of Bar- 
numism made a hit, both with the 
King and the French people. 
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All other issues disappeared when 
the question finally arose in the 
United States as to whether the 
Union of states should stand, or 
whether any states had the right to 
secede. It was on this stand that 
Daniel Webster made his unforget- 
table address on the Union. It was 
the keynote! 

Later arose the question of 
whether the United States should 
enter into the World War. So we 
might continue throughout the his- 
tory of this country and of foreign 
countries, discovering how finally all 
the smoke cleared away and one 
great issue of the time stood revealed. 


Codes Important and 
Necessary 


In my judgment the codes of busi- 
ness as outlined in this country are 
very necessary and important. The 
welfare and the orderly conduct of 
business in this country is far more 
important than the average citizen 
realizes. If we are to continue as a 
capitalistic nation then it must be 
recognized that capitalism rests fun- 
damentally on the profit idea and the 
earning of profits. The maintenance 
of profits in business depends upon 
the control of business by govern- 
ment. It is foolish with human na- 
ture as it is, to think that business 
can control itself. It never has con- 
trolled itself, and when business has 
been left to its own devices the sel- 
fishness inherent in human nature 
has always brought about business 
crashes and depressions. 

There are of course those who be- 
lieve in the law of the survival of 
the fittest. But if it is necessary, 
in order to find out just who are 
the fittest, to have a national, finan- 
cial and business panic about every 
ten years, it would seem that allow- 
ing this law to work uncontrolled, 
is an expensive and unwise manner 
in which to handle the business of 
the nation. It therefore seems to me 
that as the welfare of the nation has 


been found to depend so much upon 
the welfare of business, and with 
this fundamental idea that business 
should be controlled, with the ma- 
chinery of government as we have 
set it up in this country there seems 
to be no other workable control but 
that of the Federal government. So. 
to boil down my thoughts into the 
vernacular, business has proved time 
after time in this country that if left 
to its own devices it can’t run the 
show. And there is no one else to 
run this business show and control 
it, but the government. Therefore, 
if this is accepted as true, the great 
idea before the people of this coun- 
try is to lay down broad principles 
of government control on such a 
basis that we will have fair, just and 
wise control based on the idea of 
the welfare of all the people. In 
my judgment, however, this does not 
mean the destruction of the rich. 
The rich man, per se, is not the 
enemy of the people. Wealth after 
all, is nothing but stored up labor. 
So many millions of dollars means 
nothing except so many millions of 
hours of labor that the possessor of 
the dollars can employ and control 
as he sees fit, regulated by law. 
Study the men that you have seen 
erow rich. They don’t lock up their 
wealth ‘in safety deposit boxes. They 
don’t leave all of their money on 
deposit with the banks. They use 
the stored labor they control by 
building themselyes one home or 
many homes. All this means the 
distribution of their money, the em- 
ployment of architects, the develop- 
ment of artistic ideas, etc. Or this 
rich man may have built for himself 
a sea-going yacht. This develops 
ship building. It employs labor. 
My theory is, the rich man who 
spends his money, even if he does 
so from a spirit of vanity, simply 
to aggrandize himself, is, whether 
he intends to be so or not, a public 
benefactor. In thinking about wealth 
and the use of wealth, my mind has 
always gone back to Pericles when 


he built Athens. The Athenians be- 
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fore Pericles, were a poor lot. 
Athens was a poor town. Its houses 
and temples were poor, and the 


streets were unpaved and muddy. 
Then came Pericles, and he turned 
a city of mud into a city of marble. 
How did he do it? That is some- 
thing that the boys and girls at 
school have seldom been taught. 

Athens was just a small state 
among many states in Greece. These 
little states were always fighting 
with each other. During a rather 
long period of peace, it was decided 
in Athens to tax the citizens and so 
build up a war chest, so they would 
be ready for the next grand fight. 
When this chest was full, and over- 
flowing in the treasury of the state, 
Pericles appeared on the scene. He 
traveled around to the other states, 
and by diplomacy and persuasion. 
they all agreed to keep the peace. 
They didn’t entirely trust each other, 
so they exchanged hostages, the sons 
of the various kings, to guarantee 
this peace. When this was done, 
Pericles had his opportunity. He 
took the treasure in the war chest, 
and with this treasure proceeded to 
build the great temples, theatres, 
statues and works of art that made 
Athens the wonder of the world. 
This treasure was profit, and if 
Pericles had not had this accumu- 
lated profit to work with, we would 
never have had Athens. 


Must Be Profit 


If the United States is to continue 
to develop in public works, in art, in 
music, in the comforts of living, and 
all the things that go to make life 
worth while, there must be a war 
chest, just as there was in Athens. 
There must be profit, and as far as 
we can see now, the only source of 
this treasure is in the profits that 
will be made in business. To ac- 
complish any great work, a cash 
surplus is necessary, and a cash sur- 
plus is only built up out of profits. 
If the country as a whole barely 
makes enough money to pay its run- 
ning expenses, or if it is running into 
debt, it is a sure thing that there 
will be no surplus accumulated, and 
without a surplus we will have none 
of the finer things of life. 

Let me repeat that a properly con- 
ducted business makes a profit, a 
profit creates a surplus, and a sur- 
plus is nothing but so many hours 
of man power in reserve ready and 
prepared to do things beyond pro- 
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viding the absolute necessities of 
life. So you see, as usual, in order 
to reach my point, | am wandering 
around the subject. I am a good 
deal like the man who laboriously 
climbs a steep hill for the benefit 
of the wide view from the top. 

I believe that the idea of business 
codes is fundamental and necessary 
for the welfare and prosperity of 
this country. To destroy these codes 
and go back to the old plan of busi- 
ness living by the claw and the fang. 
is almost unthinkable. But, as | 
have stated in the beginning, only 
when the smoke of battle has cleared 
away can we clearly see the battle- 
field. The fundamental problem 
that has now developed in the life 
of the codes is the question of 
whether we can have price fixing in 
the codes under government control 
or not. By this I mean not the fixing 
of the prices of just a few items such 
as have already been recognized. | 
mean that the principle of price fix- 
ing is fundamental in the develop- 
ment of the codes in practically all 
lines. 

If my line of 
rect, then the codes today are clearly 
up against the Sherman law and the 
Clayton act. In my judgment, for 
us to continue with the outworn and 
unworkable Sherman law and Clay- 
ton act puts this country back one 
hundred years. The Sherman law 
may or may not have been a good 
thing at the time it was enacted. It 
is my belief it was not a good thing 
then because the principle was fun- 
damentally unsound. However, just 
for the sake of argument, let us ad- 
mit that as a temperary expedient 
the Sherman law was a good thing. 
Our statesmen in Washington at the 
time could not think of anything 
else that was better. But even if that 
is true and admitted, today I be- 


reasoning is cor- 


lieve that business conditions, with 
all of the tremendous modern forces 
that we can use in business, have 
become such that the Sherman law 
and the Clayton act are just as much 
out-of-date as the first automobile 
made by Henry Ford. Already ex- 
ceptions and compromises have been 
made with the Sherman law. Al- 
ready it has been found to be un- 
workable under certain conditions 
and in times of stress. 

Why should the buyer be pro- 
tected by the Sherman law at the 
expense of the seller. Why isn’t the 
seller entitled to protection just as 
much as the buyer? It is a poor 
law that does not work both ways, 
and the Sherman law certainly only 
works one way. “Caveat emptor” 
(let the buyer beware) may have 
been a wise saying in the days when 
the ignorant peasants were the vic- 
tims of the trained peddlers in an- 
cient Rome. But today the axiom 
“Let the seller beware,” carries just 
as much force as the old Roman 
axiom. 

Therefore, let me sum up by say- 
ing that the codes contain a great 
deal of good. They are a step in 
the direction of fair trading and 
proper business control in the United 
States. But if the Sherman law is 
now turned loose on the codes, they 
will be destroyed. All the work that 
has been done on them will be lost. 
There will be no control of the 
powerful modern machinery that can 
be used by business. Profits, except 
for the few, will be eliminated, and 
real progress in this country will be 
set back, waiting for the develop- 
ment and education of a new genera- 
tion that will be wiser, I hope, in 
handling these problems. It is to be 
hoped that this wisdom will be 
gained without the necessity of a 
revolution. 





Proper Nouns Give Confidence to the Sales Talk 


SALES LIABILITIES 











SALES ASSETS 





“I’ve sold some of the most important 
people in this city.” 


“Persons 


whom you know— (naming 
prominent local folk recognized by name, 
at least) are using this article. In fact, 
I’ve a customer list that reads like a lo- 
cal Who’s Who.” 





“This manufacturer never puts out a 
cheap product.” 


“This is made by Blank & Co., and you 
know that they are famous for quality.”’ 





“This is a fine quality—’’ 


“This is a Blank & Co. fine quality— 





“Patented feature.” 


“A Blank & Co. patented feature.”’ 





Reference to other persons on the staff, 
whom the customer is to contact, by ca- 
pacity only. 


Reference to other persons by NAME 
and capacity, and the use of the social 
form of introduction. 
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Another 


By ELTON J. BUCKLEY 


Attorney-at-law 


VER since I have had any con- 
nection with business at all, I 


have noticed that groups of 


business men, usually those in the — 


smaller towns or cities, or groups in 
the suburbs of the larger cities, have 
been cudgelling their brains to find 
some way to keep outsiders from 
coming in to take their business, and 
even to prevent new stores from com- 
ing in and establishing themselves, 
thus cutting down the percentage of 
business available to those already 
there. 

Some of the schemes used to ac- 
complish this result have been fear- 
fully and wonderfully made. Many 
of them have come to my attention. 
Very few of them have succeeded in 
passing the courts. Usually they 
take the form of taxes or license fees. 

The plan which promised the best 
results was that set forth in some of 
the codes, forbidding anybody to 
open a new store unless he could con- 
vince the Code Authority that it was 
necessary. I know of no case where 
this has been applied. 


I have before me now the report of 
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Scheme to Tie Up 
Business Fails 


the most fantastic of these schemes | 
have ever seen. If it had worked it 
would have practically sewed up the 
business of the town where it was 
tried to the merchants already there 
for evermore, but it did not work. 
The court threw it out the minute it 
got in, as an unwarranted and uncon- 
stitutional invasion of human rights. 

The town that tried this was Man- 
chester, N. H., and it tried it under 
a New Hampshire State law. This 
law was ostensibly passed to restrict 
itinerant dealers, but its trouble was 
that it classed with itinerants mer- 
chants who weren’t that at all. 

The law was very drastic. It re- 
quired an “itinerant” dealer to pay a 
State license fee of $25, a local fee 
of 3 per cent of the value of his stock, 
and further compelled him to deposit 
$500 with the State Government as 
security for possible creditors. Few 
itinerants could stand up under a bur- 
den like that. 

The complaint, however, was not 
against the heaviness of the burden 
on itinerants who were actually that, 
but because the law classed as itiner- 
ants people who weren’t that at all, 
thus practically freezing them out of 
the town. 


For instance, a man named Woolf 
moved into Manchester, leased a store 
for one year, equipped it with fix- 
tures and a stock, and opened a retail 
store. It was admitted that his inten- 
tion was to become a permanent resi- 
dent of the place. The law neverthe- 
less classed him as an itinerant, and 
the Manchester officials ordered him 
to pay the two licenses, and deposit 
his $500, on penalty of immediate ar- 
rest and the closing of his store. 
There was also an additional penalty 
of a fine for each day’s failure to 
obey the law. He refused to do it 
and brought suit to enjoin the 
officials from proceeding against him. 

The court decided for Woolf on the 
ground that he was not an itinerant 
and no law could make him one. 

To show the offensiveness of the 
law and its obvious intent to exclude 
new stores, whether itinerant or not, 
the act provided that if a merchant 
moved his store into a town he would 
not be classed as an itinerant if his 
place of business was open for at least 
nine months in a year. Obviously a 
man just moving in couldn’t take ad- 
vantage of that because he hadn’t 
been there nine months. There was a 
second condition that he would not 
be classed as an itinerant if his stock 
had been assessed for taxes for the 
current year. That didn’t do Woolf 
any good either, because, having just 
come, in, his stock couldn’t be 
assessed for taxes. 

Therefore these exceptions didn’t 
protect a newcomer and they evident- 
ly weren’t intended to protect him. 
The scheme was*to keep new people 
out. 

The court discussed all this in its 
opinion, and said the law didn’t ap- 
ply to Woolf because he wasn’t an 
itinerant :— 

“The right to open a store for only 
a temporary conduct of the business 
is as fundamental as the right to 
carry on an established business. The 
Legislature may not classify with 
itinerants those who are not such in 
fact. Sales in itinerancy may be reg- 
ulated because of the elements of 
travel and wandering. One may not 
he treated as though these elements 

(Continued on page 128) 
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Trimble & Johnson showroom for major electrical appliances at Moundsville 
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A Showroom Steps Up Sales 
for Trimble & Johnson 


° RIMBLE & JOHNSON, hard- 
ware dealers of Moundsville. 


W. Va., have recently increased 
their sales of major electrical appli- 
ances about 25 per cent over former 
figures. Much of the increase is 
credited by J. G. Mayfield to a new 
showroom that has been installed at 
the front of the building and along- 
side the regular sales floor. The 
space, about 20 x 30, was formerly 
leased as an automobile salesroom. 
Mr. Mayfield felt that better use 
could be made of it by Trimble & 
Johnson, so it was remodeled and 
painted a light green color which 
harmonized with the washers, refrig- 
erators and gas stoves that were to 
be displayed there. It was surprising 
to note the more appealing appear- 
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Moundsville, W. Va. hardware store finds 


major electrical appliance sales improving 


ance these wares made in the proper 
environment. People began to notice 
it at once and they were attracted 
still more by the large windows that 
permit the passerby to see the entire 
display from the sidewalk. It made 
Trimble & Johnson’s showroom the 
outstanding one in Moundsville. 
Mr. Mayfield had not been in this 
line of business previously to the 
present connection, but had traveled 
the country over in a selling capacity. 
He has taken the present position 


since the death, last year, of one of 
the principals of the firm. His first 
move was to get as much merchandise 
out of hiding as possible and place it 
where it could be seen and bought. 
While much has been done in this 
way, he finds something almost every 
day that he wants to open up and 
display. As in too many stores, ma- 
jor appliances had been stored away, 
many in their shipping cases, and 
people simply were not being ex- 
posed to the charms of these new la- 
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bor-saving appliances. The store has 
always been doing a business in these 
lines, but the bringing of them out 
and presenting them in an appealing 
way has stepped up the movement 
and has made the public more con- 
scious of Trimble & Johnson’s as a 
logical place to buy larger electrical 
merchandise. 


Make ’Em Move 


A couple of ranges were found in 
the warehouse, which, while not en- 
tirely antique or obsolete, were of an 
earlier model. These were brought 
down, placed on the regular sales- 
room floor and priced for sure sale. 
Mr. Mayfield explained that while 
the price has been reduced consider- 
ably, these stoves will realize enough 
that each will pay for the placing of 
a new and up-to-the-minute stove in 
the showroom. They bring no rev- 
enue sitting on the warehouse floor, 
and they are daily getting less desir- 
able by the modern household. 

Two men are employed to canvass 
and they work on a 10 per cent ba- 
sis. They get 10 per cent of their 
commission, rather than all of it, 
when the down payment is made. 
This makes them have some thought 
about the successful completion of 
the contract, as well as to have a 
care about the type of prospect they 
select to sell. If a payment is slow. 
which has not happened very fre- 
quently to Trimble & Johnson, the 
salesman who sold the appliance 
looks into the matter. 

The firm has been very successful 
with radios. They have sold about 
200 radios this year, and have had no 
unsuccessful experiences with their 
collections thus far, says Mr. May- 
field. In one of the very few in- 
stances where the payments were hesi- 
tant and a repossession was thought 
advisable, the wife of the purchaser 
came in a couple of weeks later and 
paid the installments up to date and 
asked to have the radio back again, 
as she felt she could not do without 
it. Mr. Mayfield frankly says that 
sales of radios have been made where 
the homes really cannot afford the 
luxury, and he has been differed with 
in his own organization for so doing, 
but he feels that these people will not 
use the money for any more suitable 
cause and someone else will sell them 
a radio if he does not. Strange to 
say, many of these people, with radio 
the only luxury in their lives. will 
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sacrifice anything rather than give it 
up. Admire them or not, as you will, 
someone is going to sell them a radio 
—and they will pay for it, too. 

It is the intention of the Trimble & 
Johnson firm to extend the show- 
room, which at present is annexed to 
the main store by means of a wide 
arch, extended full across the front 
of the premises. This will make an 
excellent major electrical appliance 
display in a hardware store. The 


firm is also contemplating the lower- 
ing of the shelving and modernizing 
of the display tables. 

Altogether it is estimated Trimble 
& Johnson have sold about 200 radios 
during the past 12 months, 50 gas 
stoves, 50 washers, and between 25 
and 50 refrigerators. 

John A. Bloyd is president of the 
Trimble & Johnson firm and J. G. 
Mayfield is secretary-treasurer and 
manager. 





Leave a Word to Bring 
You Back 


as UTURE tense” business is 
ee lifeblood of selling. Per- 
sonal followings—repeat or- 
ders—every salesman realizes their 
importance. These factors of sales- 
manship are assuming more import 
every year, as more and more trans- 
actions are completed outside of 
stores. The buyer of a large rug de- 
partment in a western department 
store, states that 60% of his volume 


is closed in the homes of customers. 
Many clothing salesmen spend as 
much time in outside selling as they 
do in the stores waiting for business 
to come in. 

How to leave the customer who has 
just purchased—how to leave the cus- 
tomer still in the prospect stage— 
these are constantly growing prob- 
lems of selling. 
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SALES LIABILITIES 


SALES ASSETS 





Perfunctory “thank-you” at parting. 


A “thank-you” with a mention of the 
merchandise: ‘‘You’re going to enjoy your 


new washer, Mrs. Brown.” “You are go- 
ing to get many compliments on your 
new suit, Mr. Brown.’ 





Leave-taking as soon as order is con- 


summated. 


Cementing contact by pausing to give in- 
teresting pointers about care or main- 
tenance of merchandise. The customer 


specially appreciates any courtesies ex- 


tended AFTER she has made the pur- 


chase. 





“ill give you my card, in case you know 


of anyone who needs a suit.”’ 


“Here is my card—be sure to get in 


touch with me if everything about your 


new suit doesn’t meet with 100% satis- 
faction. And send your friends to me— 
Vil give them particular attention.” 





Stereotyped leave -taking, such as— 
“When you need anything, let me 


know.”’ 


“I’ve enjoyed serving you. Boodbye, Mr. 
Brown.” 





“ill drop in again some time.’’ 
“If you decide, let me know.” 


“Give me a call when you’ve made up 


your mind.” 





“Will you be home on Tuesday? vi 
have some new samples to show you by 
then.” (The outside salesman must al- 
ways try to avoid a direct NO; he must 
aim to close the interview with a definite 
time and date in mind for the subsequent 
one.) 





This issue completes the series of word graphs that have 


created much enthusiastic comment. There are ten in 


all and reprints will be available in a short time. Reserve 


a supply today. 
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A Big Store in a Little Town 


Virginia, Mionn., Store of Grande Hardware Co. 
now attracts both men and women 


r NHREE years ago the Grande 
Hardware Co., Virginia, Minn., 
was largely a man’s store. 

You might even call it a he-man’s 

store for as John Grande says “It 

wasn’t much to look at but we did a 

good business and served our cus- 

tomers’ basic needs in our line.” 

Since that time the store has been 

remodeled, new display fixtures in- 

stalled, the floor space doubled and 

a new front embracing the double 

store has been built. Today, Grande’s 

is as much a women’s store as it is 


a man’s store. None of the mer- 
chandise for the men has been 
neglected nor submerged, but the 
housewares lines and other goods of 
particular interest to the women have 
been augmented and given equal 
prominence. 

Virginia is the home of the famous 
Mesaba Open Pit iron ore mine in 
the heart of the Mesabe Iron Range. 
The entrance to this huge open pit 
mine is less than a quarter of a mile 
from the door of Grande’s store. 
Mining is the outstanding industry 


for the town and its chief source of 
income. Next in importance is 
logging and farming. Virginia has 
a population of 14,000 and is less 
than 100 miles northwest of Duluth. 

Grande’s double store provides 
4800 square feet of which 3740 
square feet are available for display 
and selling purposes. The right hand 
section of the store is devoted largely 
to the goods women buy and the 
men’s side of the store is on the left. 
A large paint department across the 
rear separates the display floor from 
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d in this installation were built by the Duluth Show Case Company. The engineering and installation were under the direction of 
ae Se ae Mu. A. Michaud, Chief of the Store Engineering Service of Marshall-Wells Company. 
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Two good views of the Grande Hardware Co. store in Virginia, Minn., are 
shown on this page. This is a fine example of a large store in a small town 
and is one of the show places among Northwest hardware stores. 


the work shop and offices. The fix- 
tures are finished in a medium tone 
of pale green with dark trim. The 
tables, ledge displays, etc., have been 
planned and arranged to provide 
maximum display. The merchandise 
is grouped by departments with re- 
lated merchandise together to facili- 
tate second sales. The wide aisle 
space invites store traffic and repeat 
visits to the store are encouraged by 
the variety of goods on open display, 
visibly priced. Customers get the 
impression of a wide stock, of a fair 
price policy and know the goods are 
out to be seen—fundamentals for 
building store traffic. 

Special attention was given to the 
lighting arrangements. Experts from 


the utility company provided a sci- 
entific lighting diagram which was 
followed carefully. These lighting 
facilities can and do flood the mer- 
chandise with light and encourage 
sales. 

The new store in three years has 
improved the sales volume in every 
department of the business. By the 
end of the first year and a half, 
housefurnishing sales were increased 
about 700 per cent. A large share 
of the increase is traced to the aug- 
mented stock and the open display 
arrangements. 

The business was founded in 1919 
by John Grande’s father who had 
been in the contracting field for 10 
years previous. Grande’s offers a 
splendid example of “a big store in 
a little town.” 








Miami 





Convention By Boat!. 


For the first time in several years a boat trip to the Southern 
Jobbers Convention is available. 
New York City, Pier 34, on Wednesday, April 3, 1935, at 
3 p.m. and arrive at Miami early Saturday morning, April 6. 
The S.S. Iroquois of the Clyde-Mallory Lines will be a real 
hardware boat for that particular cruise as arranged by 
HARDWARE AGE in response to requests from both manu- 
Full details appear elsewhere. 


Sea-going delegates leave 


facturers and wholesalers. 
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peed Pens in Card Vhiting 


No. 3 on 
Speed Pens 





Eleventh of a 
Series of Articles 
on Show Card 
Work 


\ \ 7 ITH a set of speed ball pens 
the average beginner can 
learn to make plain legible 
show cards in from six to eight weeks 
time by following closely the instruc- 
tions in HARDWARE AGE, and practis- 
ing one-half hour every day. Prac- 
tice makes perfect in show card 
writing more surely than in anything 
else you may tackle. To obtain the 
best results in practising, do not 
attempt to copy too many different 
letters at one time—6 or 7 letters are 
considered plenty to concentrate on 
at one time. 
Special attention is called to the 
different elementary strokes known 
as practice strokes shown on bottom 


of alphabet plate. 


The Beginner 


After the beginner has a working 
knowledge of the pen handle the ac- 
tual formation of each letter will be 
much easier; unlike the brush it is 
not necessary to twist or turn the 
speed pen SIDEWAYS in order to 
make the circular, angle, cross or 
horizontal strokes, if the “bill” of the 
pen is kept squarely on the surface 
the handle of pen will then be at the 
proper angle of about forty-five de- 
grees, 

In starting the first row of capital 
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These pens are of the type recommended for the lettering alphabet shown and discussed in 





7 


this article. They are obtainable in almost any artists’ supply store 


letters the letter “O” is completed in 
left and right single strokes but the 
basic part of this letter requires but 
two single strokes; finishing strokes 
are called “nibs.” Just one down- 
ward stroke forms the letter “P,” the 
letter being finished with a nib at 
the top and bottom. In forming the 
capital letter “Q,” the main stroke is 
brought down almost to the bottom 
guide line and the curved tail at the 
bottom is made by a single backward 
stroke from left to right joining the 
main stroke in a serhi-circle (follow 
the arrows). In making the letter 
“R,” stroke number one is made the 
same as the basic stroke in the letter 
“I,” the top angle stroke No. 2, 
should join the main stroke just be- 
low the center, the third or bottom 
tail stroke should start at the center 
of top angle stroke and continue 
obliquely to the bottom guide line, 
the letter being finished off with three 
nibs in the same way as the letter 
“P.” The letter “S” is made by 
drawing the pen downward from top 
to bottom guide line and the bottom 
curved stroke No. 2, is made with- 
out removing pen a short stroke from 
left to right. The pen is then re- 
moved to make stroke number four 
in the direction the arrow points. 
The letter “T” is closely allied to 
the letter “P,” the only difference 


being one extra stroke is used in mak- 
ing the letter “T.” The lower-case 
letters on the third line are much 
more simple in their construction 
than the capital letters, they requir- 
ing about one-half the amount of 
strokes in some cases than the cor- 
responding capital letters. 

There are just nine different ele- 
mentary practice strokes shown at 
the bottom of plate. These characters 
embrace every stroke taken in mak- 
ing the seven letters shown here. 
Copying these in the rotation they 
appear for ten or fifteen minutes will 
enable the beginner to get an excel- 
lent working knowledge of the 
speed. 


Final Article 


This is the final article of a series 
on speed lettering pen, treating indi- 
vidually on the five letters of the al- 
phabet “V, W, X, Y, Z.” 

This single-stroke half-round block 
alphabet is particularly adapted for 
speed pen lettering. The strokes 
composing each letter being of equal 
width and as each stroke taken being 
a finished part of a letter it is easy 
to understand where the speed pen 
gets its name. 

The difference between lettering 
with a brush and the speed pen is: 
That a brush will naturally spread 
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out under pressure and when re- 
moved from card will leave an un- 
finished end which must be evened 
off by turning the brush sideways. 

The speed pen will not spread 
under pressure and if the bill of pen 
is kept flat on the surface the end of 
stroke will not be ragged when pen 
is removed from surface. 

While the speed pen is the speedi- 
est tool invented for hurry-up work, 
it will not do very large or fancy 
lettering like a red sable brush, but 
for general descriptive data the pen 
is in a class by itself. 


Don’t Crowd 


There is one very important thing 
that all beginners at show card writ- 
ing should keep in mind and that is 
brevity in copy, for no matter how 
finished a job of lettering may be, it 
is a failure if the card has the ap- 
pearance of being crowded. Study 
your copy and then see how much 
you can boil it down, eliminate all 
unnecessary words and particularly 
all superfluous “ands,” “ifs” and 
“ofs,” etc. There is a big difference 
from telling the story in a newspaper 
to writing it on a show card. The 


the article displayed, which more or 
less speaks for itself while in the 
newspaper a detailed description is 
essential. A great many copy writ- 
ers have learned through intensive 
practice that the longest story can be 
told in a brief way and far more 
effectively. How often have we 
heard people say, “I don’t have time 
to read much of the newspaper in 
the morning, I just read the head- 
lines.” 

Notice the brief composition on 
the accompanying show cards illus- 
trated herewith. In a case where 
merchandise is nationally advertised, 
such as “Nicholson Files” or “Shap- 
leigh Hardware Co. Diamond Edge 
Tools,” etc. The general public are 
primed into a buying mood by an 
expensive, intensive and progressive 
scientific advertising campaign. The 
manufacturer has paid for all this 
and it is an opportunity for every 
man behind the counter to cash-in 
by the judicious use of show cards, 
and with very little effort he can 
soon learn to use the speed pen. 


The Speed Pen 


In general appearance the speed 


steel pen—with these differences: 
(1) Instead of the usual points the 
nibs consist of two hemispherical, flat 
surfaces with a fine split between 
them. Together they form a perfect 
circle, so that whenever the pen is 
placed on any surface it produces 
a solid circle of ink or color; and, 
if it be drawn along, a solid, uniform 
line with those perfectly rounded 
terminals so difficult to obtain with 
other drawing or lettering instru- 
ments. (2) These pens have an ink 
reservoir which retains sufficient ink 
for a stroke of considerable length, 
and renders unnecessary frequent 
dipping into the ink bottle. It is very 
important that the ink should not be 
either too thick or too thin; the regu- 
lar show-card inks must be diluted 
with water until just right. India 
inks are of course much more expen- 
sive than show card inks but work 
the best in the speed pens. Remem- 
ber the pen will not work unless the 
flat bill is at all times flat upon the 
card or surface to be lettered. Very 
little pressure will cause the writing 
fluid to flow. 

It is only necessary to use 8 words 
on the show card featuring “Russell 
Cutlery” to carry a positive and con- 
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Files” is another case where domi- 
nant advertising keeps the merits of 
this worth-while product steadily be- 
fore the public. 


Contrasts 


The writer wishes to emphasize the 
importance of just plain white show 
cards with neat black lettering, with 
possibly a little gray shading or 
border. 

Highly colored fancy lithographs 
have their place of course, but at best 
they have the stiff appearance of the 
stereotyped printed litho, some of 
which are so very much overdone in 
color combination that they do not 
find a place in the modern store win- 
dows. A plain black and white hand 
lettered show card of a legible, well 
balanced character carries more 
weight and is much more compelling 
than a whole set background of high- 
ly colored pictorial lithographic stuff. 


Angle Letters 
The letters V, W, X, Y, Z, are 


known as the angle letters, with the 


exception of the letter “M”; these 
letters occupy more space than any 
of the other letters of the alphabet. 
This is mainly on account of their 
spreading angle formation. If the 
reader will study the elementary 
strokes used in constructing these five 
letters he will observe that the letters 
V, W, X and Y are really a part of 
each other. For instance, two V-s 
joined together form the letter “W”. 
Two X’s joined together form “W”. 
Join two Y’s at the top and you have 
“W” again. The top part of the let- 
ter “X” is also the basic stroke of the 
letter “Y”. The letter “Z” which is 
seldom used is simply formed by 
three strokes, namely top and bottom 
horizontal and one oblique stroke in 
the center. 

The way that show cards are dis- 
played has a great deal to do with 
their appearance and cash value, for 
no matter how well the job of letter- 
ing is done, if the card is warped or 
bent over, or the corners are dog- 
eared, it is a misfit. Unless a show 
card is at least of 12 ply thickness it 
should either be placed in a picture 
frame or mounted on a cheap wooden 


frame with glue and passepartout 
binding pasted around the edges. 


Mounting 


The mounting of show cards is 
usually done in the following man- 
ner: Cut wooden sticks the exact di- 
mensions of your show card (use 
1% in. x % in. or 1 in. x & in. 
white pine or white wood). The cor- 
ners should be mitered and stuck to- 
gether with heavy glue and held in 
place with one finishing nail driven 
in each corner. After show card is 
lettered paste it on the frame using 
the same heavy glue. After the glue 
is set paste the passepartout binding 
around the edges, use 1 in. or 14 in. 
binding and lap over on face of show 
card about one-half inch. The beau- 
ty of these frames is that after they 
are once made up they may be used 
over and over again. If the reader 
does not care to bother with the 
mussy operation of glueing, the cards 
may be tacked on the frames using 
small upholsterer’s tacks about 2 in. 
apart. These will not show of course, 
after the binding is pasted on. 
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Speed Pen Block 
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Lower-Case Letters 
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YVES MELANSON, 15 YEAR 

OLD SAN DIEGO BOY BUILT A 

RADIO RECEIVING SET ON AN 
ORDINARY PIN 





A PEN-KNIFE TALLER THAN || 
ITS MAKER / | 
HARRY MOUNT, OF NEW 
BRITAIN, CONNECTICUT, 
CONSTRUCTED A PEN-KNIFE 
WHICH MEASURES 
6 FEET 7 INCHES 
WHEN OPEN 
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Optimistic Outlook for the Year 
Noted at Pacific Northwest Meet 





JOHN OUD 
President 


JOHN MILLER 


Vice-President 





W. H. RICHARDSON 


Secretary 


PTIMISM and a consciousness of an increased need to be alert as to 
taxation trends were keynotes struck at the successful 30th annual 
convention of the Pacific Northwest Hardware and Implement Dealers 


association in Spokane, January 29 and 
30. The attendance, well over the hun- 
dred mark, was larger than it has been 
for several years past and the delegates 
showed their earnestness by the way 
they stayed with the various sessions. 

The matter of taxation and pivposed 
taxation in the states of Washington. 
Oregon and Idaho was discussed at 
length in the first afternoon session 
which resolved that hardware and im- 
plement dealers were opposed to vari- 
ous state sales taxes as proposed. feel- 
ing they retard the return of pros- 
perity. Delegates were urged to ac- 
quaint their representatives with these 
sentiments. 

Consideration of code functioning 
and what the business man may expect 
from them in the future was given a 
good deal of time, Herbert P. Sheets, 
Indianapolis, managing director of the 
National Retail Hardware Association, 
speaking on the topic “Profit and Loss 
of N.I.R.A.,” gave a detailed annual 
report of the activities of the national 
association, and answering questions 
from the floor. 

John Oud, Orofino, Idaho, president, 
in his opening address said he be- 
lieved that with all progress that has 
been made along merchandising lines, 
there was still much room for improve- 
ment. He made many trips over the 
territory during the last year and re- 
ported that the old problems of the 
unattractive stores, the poorly dis- 
played or hidden merchandise and 
apathetic clerks still exist in many in- 
stances. 
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Mr. Oud added that he felt the hard- 
ware merchant should go in for more 
demonstrations, either in his store or 
in the homes of prospective customers. 

A vote in favor of conditional sales, 
or installment selling, was also cast by 
Mr. Oud. It was easier, he said, to 
sell on installment and to collect on a 
contract than on an open account. 

J. I. Kinman, newly elected presi- 
dent of the Spokane Chamber of Com- 
merce and chairman of the Spokane 
Federal Housing Bureau, explained 
how this federal legislation can help 
the hardware dealer, Mr. Kinman as- 
suring them that although their local 
bank might be too small to qualify 
under the act, they could go to any 
bank outside their district to apply for 
loans. 

Eric Johnston, a director of the 
United States Chamber of Commerce 
and past president of the Spokane 
Chamber and a manufacturer in the 
convention city, said that one of the 
greatest obligations of the manufac- 
turer was to keep his finger constantly 
on the pulse of the buying public so 
that the goods he offered to the whole- 
saler and retailer would be something 
the public wanted made in the way 
they wanted it. On the other hand, 
the retailer should constantly study 
what was being manufactured and not 
be prone, because a manufactured ar- 
ticle was good for him once, to always 
buy that article when something much 
better has come.on the market. A re- 
tailer feeling a demand should write 


his wholesaler or manufacturer of that 
demand and also tell how he would 
like it put up or presented for sale. 

A. L. Martinson, sales manager, 
Marshall-Wells Company, Portland, 
Oregon, said that the wholesaler should 
present to the retailer what he thought 
would be the best system of adminis- 
tration; the best floor plan; and the 
best outside selling plan for the stores 
handling that wholesaler’s merchan- 
dise. Mr. Martinson said he felt that 
even had there been no major depres- 
sion, there would still have been a 
depression in the hardware field, that 
neither wholesalers nor retailers can 
buy their way to success, they must 
both cooperate to sell their way. 

“It is more important to have a good 
floor plan in a small community store 
than in a store in a large city,” said 
Mr. Martinson, “because with fewer 
customers, the dealer must sell more 
goods to each.” 

Mr. Martinson made the statement 
that dealers throughout the Inland Em- 
pire do not have the competition from 
chains and syndicates to the degree 
that other sections of the country feel 
it, but, comparatively speaking, the 
Inland Empire remains a fertile field 
for the chain and the mail order es- 
tablishments and unless the wholesaler 
and retailer here get together the 
chains will step in increasing numbers 
and reap the harvest. 

A mutual spirit of integrity between 
the three branches of the hardware 
industry, A. G. Ferguson, manager of 
the Potlatch Mercantile Company, Pot- 
latch, Idaho, felt was the paramount 
need. The retailer should pay his 
bills, the wholesaler and manufacturer 
should sell him honest merchandise. 

Mr. Ferguson warned that he felt 
the hardware trade should watch the 
trend toward buying by the Grange 
organizations. 

“And we should tie in our advertis- 
ing with national construction pro- 
grams,” added Mr. Ferguson, “where 
the federal government has construc- 
tion projects under way, where better 
housing campaigns are under way, each 
individual hardware dealer should 
point out in his advertisements any 
merchandise that is on his shelves that 
could be tied in, in any way.” 

“Nuts and Bolts” was the topic of 
an inspirational address during the last 
afternoon of the convention by the 
Rey. Weldon Wilson. Rev. Wilson 

(Continued on page 128) 
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Kentucky Convention Looks to 1935 
—To Stand By NRA 


A. B. RUMLEY 


New President 


J. M. STONE 


Secretary-Treas. 





R. R. ARNOLD 


Retiring Presdent 


PEAKERS at the Thirty-fifth Annual Convention of the Kentucky Hard- 
ware and Implement Association, held at the Seelbach Hotel, Louisville, 
Jan. 22 to 24, stressed the opportunities offered hardware retailers 


in 1935 through constructive merchan- 
dising. Approximately 200 members 
were present, and there were many 
exhibits. 

The convention passed resolutions; 
to stand by the NRA, though recom- 
mending economy planning, social se- 
curity and sound banking policies; 
advocating repeal of the sales tax, and 
the fighting of a similar tax; in favor 
of primaries in electing state officers: 
for lowering of state taxes by curbing 
purely political expenditures. 

Vice-president Rumley presided in 
the absence of President Arnold, who 
suffered a motor accident. 

At the opening meeting H. A. 
Church, general manager Lux-Visel. 
Inc., Elkhart, Indiana, spoke. He said 
business operated in 7 and 14-year 
cycles due to a million and a half 
young people graduating from school 
each year, and at the end of 14 years 
25 million young men, all educated 
along parallel lines, controlled busi- 
ness and molded public opinion. Such 
a cycle started in 1920, when the 2 
time system of distribution, eliminat- 
ing the jobber, began. When the de- 
pression started jobber warehouses 
were stocked with 14 million dollars 
of frozen merchandise, unsaleable on 
a falling market. Chains, selling stock 
as securities, acquired 4 million dol- 
lars liquid capital. The young men 
in chrge (no chain manager in the 
country being over 33 years old at that 
time) spent it all in improvements and 
fixtures. In 1933 jobbers got a break, 
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and could stock low-price merchandise. 
Now, the first time in 13 years, inde- 
pendent dealers buying ftom jobbers 
can beat chain prices. Mr. Church 
showed the progress of the country 
for 106 years under a 3 time cost sys- 
tem, providing jobs for 25 million pro- 
ducers and livings and jobs for 50 
million more non prime producers. He 
said that chains had 68 warehouses in 
America, while there were 126.000 job- 
bers, and that the 2 time cost system 
has cost the nation billions of dollars 
in decreased real estate values, lost 
wages and national income. A _ one 
time system, often advocated, would be 
even more disastrous in money and 
unemployment. He urged retailers to 
educate the public by group advertis- 
ing, at low cost, through cooperation 
with manufacturers. 

Forest Needles of the W. Bingham 
Company conducted a question box on 
Teamwork Between Wholesaler and 
Retailer, discussing price fixing, dis- 
posal of seconds, unfair practices and 
payment privileges. Glendon Hack- 
ney, of Hardware Retailer, discussed 
Association work. 

At Wednesday’s session Judge R. R. 
Dalton, of the Kentucky FHA, ex- 
plained the provisions of FHA and how 
hardware merchants can profit by a 
thorough understanding of it, his office 
being anxious to give them informa- 
tion. He said the purpose of the Act 
was to create business, give employ- 


ment and put the money in banks in 
circulation. He urged merchants to 
profit by this program by visualizing 
housing needs in their territory, and 
actively seeking this business. 

W. B. Bell, Sherwin-Williams Com- 
pany, also spoke on the merchandising 
opportunities of the FHA, saying that 
it was only the old deferred payment 
plan, on a larger scale and endorsed 
by the Government. He showed charts 
dramatizing conditions. 16,000,000 of 
the 18,000,000 homes in America need 
repairing, which would employ 4 mil- 
lion men. He declared the FHA dol- 
lar goes through more channels than 
any Federal Agency and that local 
FHA campaigns had increased _busi- 
ness in those places from 50 to 300 
per cent. 

A. A. Uhalt, of the General Electric 
Company, made an enthusiastic. ap- 
peal for hardware merchants to par- 
ticipate in the “Great Deal” offered 
them in 1935, by getting their share 
through constructive merchandising. 
He demonstrated by charts that due to 
increased prices for the five crops 
which are the basis of land wealth, 
and which are reflected in business 
conditions, the farmer’s income is much 
increased and offers splendid selling 
opportunities. He urged creative sell- 
ing, filling customers’ desires rather 
than their needs. He stressed that this 
is the electric era and recommended 
concentration on one specialty with a 
definite selling plan for profit through 
quick,turnover. He said the basis of 
success was a highly trained person- 
nel, budgeting, emphasis on turnover, 
brilliant light and display, a specialty 
line, creative outside selling and rigid 
supervision of management. He em- 
phasized the importance of turnover 
rather than margin. 

At the Thursday session, T. J. Tur- 
ley, National Federation Implement 
Dealers Association, told of work ac- 
complished by the Association. Mr. 
Davis, Director of Research and Sta- 
tistics of Mr. Clausen’s department, 
substituted for him. Saying that the 
farmer’s income bears a direct relation 
to national income, Mr. Davis was 
cheerful for the future since the farm- 
er’s dollar had jumped from 66 cents 
at the beginning of 1934 to 80 cents 
at the end of 1934. The upward trend 
of all farm products would further in- 
crease its value, and never in the his- 

(Continued on page 130) 
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Better Hardware Business Reported 
At Idaho Convention 
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President 


E. E. LUCAS 


Secretary-Treas. 


COE M. PRICE 
Retiring President 


35 per cent to close to 50 per cent in some sections, over 1933, the 


\ \ ] ITH the knowledge that hardware sales had increased in Idaho from 


fourteenth annual convention of the Idaho Retail Hardware and 


Implement Dealers held at the Owyhee 
Hotel, Boise. Idaho, Jan. 22 and 23, 
was bound to be a roseate one. This 
information was given by Herbert P. 
Sheets, managing director of the Na- 
tional Retail Hardware Association. 
“It probably exceeds almost any other 
section,” he said. 

The association went on record as 
recommending that the Idaho relief 
program be administered under the di- 
rection of counties and municipalities 
and that counties be permitted by legis- 
lation to make levies to assume the re- 
lief programs. 

Members voiced their opposition to 
all forms of sales tax but recommended 
if such a tax were found necessary, 
that the consumer pay the tax and it 
be made a misdemeanor for any indi- 
vidual or firm to advertise or state in 
any other way that it would absorb the 
tax. 

Discussion of syndicate merchandis- 
ing and its great detriment to the inde- 
pendent dealer was also discussed at 
the meeting. 

More than 60 hardware firms of the 
state were represented by one or more 
members. 

Harry Whittier of Boise, administra- 
tor of Federal Housing, explained the 
Government’s loan feature of the new 
building program and also the re- 
modeling program. Paul Vogel of 
Boise, representative of the Sherwin- 
Williams Company, speaking on mer- 
chandising for home building and 
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repairing, called attention to oppor- 
tunities for -sales along this line. 

“Taxation and Legislation” was dis- 
cussed by Representative Neil F. Boyle 
of Blackfoot, one of the two prominent 
hardware men in the present session of 
the Idaho legislature. A sales tax was 
a feature of his discussion. 

Under the subject, “The Profit and 
Loss of the NRA,” Roy E. White of 
New Plymouth, member of the central 
code authority retail farm implements, 
and C. A. Harris of Rexburg, member 
of the Pacific area trade practice and 
compliance board, told the association 
that there must be a larger percentage 
of enlistment under the NRA code, or 
the code must be dropped. They in- 
sisted that hardware men must either 
subscribe wholeheartedly and in unison 
or some other means of mutual busi- 
ness regulations should be adopted. 
Harris claimed that the code was not 
being administered throughout the 
state. 

An interesting autobiograph- 
ical sketch was given by Senator R. S. 
Erb, president of the Erb Hardware 
store of Lewiston. Mr. Erb’s expe- 
riences dating back 30 years from the 
time he was a clerk in a hardware store 
through positions as both retailer and 
wholesaler, gave him a broad view of 
the business in Idaho. “Twenty years 
ago I started on the theory that we 
could run a one-price hardware store,” 


he told the group. “Some of my em- 
ployes told me it could not be done, 
and after 20 years I am convinced that 
this policy is correct.” 

One of the outstanding talks at the 
convention was given Wednesday morn- 
ing by Charles L. Wheeler, vice-presi- 
dent and assistant manager of the Salt 
Lake Hardware Company, on “Team- 
work between wholesaler and retailer.” 
Mr. Wheeler outlined a merchandising 
service which his company is giving 
the retailer, which he claims has “hit 
the bull’s eye.” It is based, he said, 
on the fundamental principle of “go- 
giving instead of go-getting.” 

In the course of his talk Mr. Wheeler 
discussed the detriments of the chain 
stores but added: “God speed the day 
when all wholesalers buck the chain 
stores by doing the same things they 
are doing.” He believes in studying 
the methods of the fellow who is suc- 
cessful. He believes that the whole- 
saler and the retailer must get down 
to fundamental merchandising and tie 
personality into the job. 

Under the title “The Association in 
Action,” Herbert P. Sheets, managing 
director of the National Association, 
gave an account of his stewardship, 
summarizing the vast amount of help- 
ful work and surveys which the asso- 
ciation had accomplished during the 
past year. Claiming that the hardware 
business had an important part in the 
development of the codes, he urged the 
state organizations to turn to the Na- 
tional for guidance. He explained that 
the codes were developed originally 
without thinking of the retailers. It was 
production they had in mind. These 
codes expire June 16 and something 
else will take their place and he said 
the National Association is on the job 
looking out for the interests of the 
hardware and implement dealers. 

Mr. Sheets referred to the present 
crying evil of syndicates getting pref- 
erential prices which enable them to 
sell retail at a price that the implement 
dealer cannot buy wholesale. This is a 
fundamental matter which, he said, 
must be corrected and the active sup- 
port of the trade is necessary if this 
is to be accomplished. He also feels 
that the cooperative farm bureaus 
should come under the code the same 
as any other organization. 

He hopes it will be possible to bring 
all retailing under one code and that 

(Continued on page 130) 
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Taxes Main Topic at Indiana 
Retailers Meeting 


Indiana retail hardware dealers, at their thirty-sixth annual conven- 


A radians a sales tax and repeal of the state income tax law the 


tion in the Hotel Lincoln, Indianapolis, Ind., Jan. 29 to Feb. 1, 


appointed a legislative committee head- 
ed by D. Wray Deprez, Shelbyville. 
chairman, to study details of the pro- 
posed sales tax. 

Action was taken after sharp dif- 
ferences as to the relative merits of 
the gross income tax and sales tax. 
Final proposals of the legislative com- 
mittee were deferred until details of 
the sales tax proposal could be worked 
out. 

A. S. Gronemeier, Mt. Vernon, In- 
diana, reviewed the year’s work of the 
Association and discussed the prob- 
lems of the present and future. 

Fermor C. Cannon, President, Rail- 
road Mén’s Building and Savings As- 
sociation, Indianapolis, explained the 
Federal Home Loan Bank system. He 
told how to proceed for a loan for 
modernization of the home. During his 
discussion Mr. Cannon said the home 
loan Act came at a time when the 
spirit of the people was at a low ebb. 
However, the measure was one that 
brought relief when it was badly 
needed. He explained the long and 
short time method of loans, and as- 
sured the delegates that money was 
available for improvements, and loans 
were being encouraged up to 80 per 
cent of the cost of improvements. The 
move to improve homes has raised the 
standard of building materials, includ- 
ing hardware, he said. 

Fergus O’Connor, special represen- 
tative, Pittsburgh Plate Glass Co., 
Pittsburgh, Pa., reminded the hard- 
ware merchants that this was the op- 
portune time to encourage moderniza- 
tion, and keep pace with the march of 
progress. He told of the need of mod- 
ern plumbing, modern heating systems 
and other modern necessities, but ad- 
vised the modernization of business 
places. He said that some of the stores 
were antiquated, and advised the small 
merchant to do what the large dealer 
does, only in a miniature way. 

He also advised dealers to study 
their community requirements, and not 
to buy materials they could not sell in 
a short period. He advised the study 
of costs of the different kinds of work, 
and to supply their customers’ needs or 
the competitor will. He said that too 
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G. F. SHEELY 


Managing Director 


much business left the small communi- 
ties and eventually went to the larger 
centers because the small merchant did 
not realize that he could purchase the 
same merchandise and sell at the same 
price. 

The session on Wednesday morning 
was devoted to “Taxation and Legisla- 
tion.” Governor Paul V. McNutt was 
the principal speaker and talked on 
the tax and proposed retail sales tax 
now before the Indiana legislature. 
The Governor told the merchants that 
“These are days of history making, and 
more history is being recorded now 
than ever before.” He said the people 
must accept the necessary changes dur- 
ing this period of economic stress. 
“Death and taxes can’t be evaded, al- 
though many people dodge one and 
try and prolong the other.” He 
pointed out the necessary functioning 
of state departments to maintain law 
and order, and discussed the care of 
the distressed and unfortunate people. 
He advised the merchants to try and 
achieve a proper tax system and stand 
by it. 

Paul J. Stokes, manager of the re- 
search department, National Retail 
Hardware Association, Indianapolis, 
discussed the costs of governmental 
expenditures and the various forms of 
taxation. 





RALPH O. DAVID 


President 


D. Wray Deprez, chairman of the 
Legislative committee, read his report, 
which was in favor of the sales tax 


A. S. GRONEMEIER 
Retiring President 


form of taxation. The meeting was 
open for discussion and representatives 
from Kentucky and Ohio explained 
their tax systems and how they handled 
the question. 

Thursday’s session was devoted to 
discussions. The first subject was dis- 
cussed by Walter Krick of Milan, Ind., 
and Marshall R. Scott, general man- 
ager of Barlow and Seelig Mfg. Co., 
Ripon, Wis., giving the answers. Mr. 
Scott éxplained the duties of the whole- 
saler and retailer to the manufacturer. 
He condemned the use of loss leaders, 
told the dealers that they must meet 
the mail order house competition, and 
urged the retailer and wholesaler to 
work with the manufacturer. 

Ralph McCampbell, retailer, French 
Lick, Ind., and C. B. Crets, vice-presi- 
dent, Van Camp Hardware and Iron 
Co., Indianapolis, engaged in another 
question and answer discussion, on 
Teamwork. During the discussion Mr. 
Crets pointed out that many new lines 
of merchandise that should be sold in 
the hardware store were finding their 
way into other channels of retailing. 
He said that hardware retailers were 
indifferent to new lines. He pointed 
out some of the unfair practices now 
going on and pointed out the measures 
in the code that will remedy the evil 

“The Association in Action” was the 

(Continued on page 132) 
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Marshall-Wells Associates Convention 
Studies Merchandising and Competition 


BOUT 400 dealers attended the eighth annual Associate Hardware Deal- 
ers and Salesmen’s Convention held by Marshall-Wells Co., Duluth, 
Minn., January 28 to 31, 1935, with total attendance including manu- 


facturers’ representatives approximate- 
ly 537. Sales Manager George S. Mc- 
Quade was chairman of all meetings 
and the master of ceremonies through- 
out the sessions, directing the group 
meeting plan and keeping the program 
in motion. The dealers came from Min- 
nesota, Wisconsin, the Dakotas, Mon- 
tana and Michigan. 

The keynote of the convention was 
sounded by President Seth Marshall, 
who reviewed the Associate Plan prog- 
ress during the past 12 months, outlined 
the future plans of the company’s 
wholesaler-retailer cooperative program 
and pledged the support of the firm’s 
entire staff to further these plans. He 
spoke frankly of costs factors in both 
the wholesale and retail ends of the 
program and suggested costs reforms 
of mutual benefit. 

Warren E. Hartwell, manager, the 
Associate Division, gave detailed in- 
formation on the advertising program 
for 1935 and brought out new ideas 
available for the merchandising of new 
lines and some new ideas for turther 
promoting staple goods. He illustrated 
his talk with examples of the advertis- 
ing prepared for the current year and 
discussed the best means for participat- 
ing dealers to obtain the maximum 
benefits. 

Following the lunch, Charles J. 
Heale, editor, Harpware Acre, New 
York City, spoke on the continued need 
of concentrated buying that the dealer 
could have sufficient time for giving the 
maximum efforts to selling. He urged 
tying up with any wholesaler who had 
desirable and workable plans for help- 
ing the dealer meet competition of 
price and methods and sticking with 
that firm when selected. He empha- 
sized that he was not talking for any 
specific wholesaler or wholesaler-retail- 
er plan but that such plans were vital 
to the future progress of the hardware 
trade. He gave data on sales volume 
records of the hardware trade and pre- 
dicted a very active hardware year due 
in a large measure to the hardware 
sales opportunities provided by the 
FHA and other governmental agencies. 

The dealers were then divided into 
groups for an intensive group meeting 
merchandising study. This group plan, 
a further development over previous 
years’ experiences, worked out very 
well. There were groups assigned to the 
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tools, housefurnishings, paints, sporting 
goods, floor coverings, stoves and 
ranges, plumbing, harness and saddlery, 
oils, auto accessories and other depart- 
mental lines. In each division the buy- 


as dealers participating in the Asso 
ciate Plan. 
After lunch E. B. Gallaher, editor, 


Clover Business Service and treasurer, 


Clover Mfg. Co., Norwalk, Conn., ad- 
dressed the meeting on the future com- 
petitive outlook and the further need 
for closely knit harmonious whole- 
saler-retailer plans like the one in ses- 
sion. He complimented the group on its 





Opening Session of Marshall-Wells Associates Convention 


er and department head and in some 
cases factory men also gave pointers on 
selling the specific merchandise being 
handled by this _ wholesaler-retailer 
group. Full attention was given to 
competitive lines against which mer- 
chandise being shown must compete. 
There were ample opportunities for 
questions from the floor which helped 
clear up any points not entirely under- 
stood in the talks made by the buyers. 

That night, following supper, was 
“open house” with the entire sixth and 
part of the seventh floors devoted to 
booths displaying lines handled by the 
company. 

Tuesday morning the group meetings 
were resumed with a recess for lunch 
during which Ray Remington, Hibbing, 
Minn., and Fred Mahowald, Grand 
Forks, N. D., outlined their experiences 


progress and predicted greater strides 
for it in the current year. 

The group meetings were resumed 
until supper time after which the 
Marshall-Wells merchandising school 
was held. This includes window trim- 
ming, show card writing, table display 
and other merchandising practices 
under the direction of Mr. Hartwell, 
aided by Max Smith. At 9.30 the 
school adjourned for the annual stag 
party at the Duluth Hotel. 

Wednesday morning Arnold Smith, 
general manager Western Paint & 
Varnish Co., New Duluth, Minn., told 
of the paint merchandising plans for 
1935 and offered suggestions for deal- 
ers to follow as a means of increasing 
their paint department sales and profits. 
The group meetings were resumed until 


lunch during which Gil Johnson, Willis- 
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ton, N. D., E. W. Peterson, Florence, 
Wis., and Harry Meyer, Shawano, Wis., 
spoke briefly. Mr. Peterson gave his 


. impressions of the convention, the first 


of its kind he had ever attended, and 
the other two dealers told of their ex- 
periences and progress with the Asso- 
ciate Plan. 

M. J. Lacey, president, Peck, Stow & 
Wilcox Co., Southington, Conn., ex- 
plained the merchandising idea behind 
the Worth line of tools which the group 
is now handling and told of the progress 
which led to the building of that tool 
line. With his customary good wit he 
interspersed his serious selling ideas 
message with some amusing experiences. 


Manager James Feir reviewed the 
convention up to that point, expressed 
his pleasure and that of other Marshall- 
Wells executives for the splendid at- 
tendance and interest shown and em- 
phasized some of the points which had 
developed during the previous sessions 
and throughout the group meetings. He 
was very optimistic on the outlook for 
the hardware business in 1935 and 
pledged every facility of the company 
to the aid of the dealers participating. 

The final set of group meetings were 
held that afternoon. That night the 
annual banquet was given at the Duluth 
Hotel with closing remarks by Sales 
Manager McQuade who pointed out 
that the closing months of last year 
were the best for the firm since 1930 
and that the bountiful supply of rain 
and snow since last summer presages 
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good crop conditions for the current 
year. He continued in part: 

“The agricultural department has re- 
ported that for years we have not had 
such a favorable outlook as at the pres- 
ent time,” he said. “The moisture 
received last fall has created a sub-soil 
moisture which will be of inestimable 
value this year to both grain and feed 
crops. 

“There is no need to tell any one of 
you that there is a great amount of mer- 
chandise needed in all parts of the 
Northwest. With things beginning to 
come our way we believe that now is 
the time to put on full steam ahead. 

“To us there is no better criterion of 


conditions in the Northwest than our 
own sales. Despite the best efforts of 
our company in the fall of 1929 our 
sales began to slip rapidly. For the past 
18 months the trend has been gradually 
working in an upward direction. We 
are happy to say the final months of 
1934 were the best that this company 
has enjoyed for the past four years.” 
The final feature of the evening was 
a dance in the company gym which 
brought the convention to a formal 
close but most of the dealers remained 
over until Thursday to have a full day 
to inspect the company’s model store 
and the wide variety of merchandise on 
display on the sixth and seventh floors. 





Perkins Makes Profitable Sales 
In Tie Up With Other Dealers 


A. WILLIAMS, owner of 
(¢ the Perkins Hardware 
© Company, Waukesha, Wis- 
consin, believes that it pays to co- 
operate with local merchants in his 
city, as well as to take advantage of 
any opportunity for capitalizing on 
any products that they sell. 

It so happens that directly across 
the street from Mr. Williams’ store 
is the best poultry and fish market 
in the city. People from miles 
around come to this market to do 
their buying. 

About a year ago Mr. Williams was 
standing in the doorway of his store 


watching the people go into that 
market to buy poultry and fish. He 
got the idea that he should capital- 
ize on that flow of trade if he could. 

He put in a large window of 
roasters with a sign advertising the 
fact that he carried roasters of every 
size and description. 

This year during the Thanksgiving 
and Christmas seasons Mr. Williams 
sold more than 85 roasters in a rela- 
tively short space of time. He attrib- 
utes most of this volume to the fact 
that he displayed all these roasters 
in an attractive manner, gave them 

(Continued on page 122) 
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ADVANCES BECOMING EFFECTIVE 


February 

Clothes Wringers Oakum 
Tinware Linseed Oil 14th 
Silver Flatware Picture Wire 1935 

DECLINES BECOMING EFFECTIVE 
Builder’s Hardware Pig Lead 
Cotter Pins Screen Doors 
Spring Keys Window Screens 


There has been no apparent set- 
back of optimism in hardware circles, 
although there is an irregular trend 
in reports by the retailers from vari- 
ous sections of the country. Unfavor- 
able weather affected store volume last 
month, in nearly all branches of retail 
distribution. Most hardware stores, 
however, showed some gains for the 
month, although the increase has run 
smaller than during the latter part of 
1934. There was an excellent turn- 
over of winter accessories, for which 
demand most stores were amply pre- 


pared. 
* * * 


Future ordering of spring, sum- 
mer, and even fall goods is more lib- 
eral and more prevalent than for many 
preceding seasons. However, it is 
noted that competition is severe, and 
dealers are only ordering ahead when 
convinced that they have the bottom 
prices. 

* * * 

True to other recent data, the 
Chicago area, the Mississippi Valley, 
and the South and Southwest did bet- 
ter than the rest of the country and 
showed well-maintained progress, with 
the general average ahead of last year 
by a good margin. It must not be for- 
gotten that the retail figures of last 
year are becoming more difficult to 
meet. On this account, probably, the 
first decline in some months was re- 
ported in the New York area by de- 
partment stores for the first half of 
January. Their comparison was with 
a period last year when the increase 
was almost 10 per cent. The last half 
of January fared better, and a small 
gain is expected for the month as a 
whole. In the latest Federal Reserve 
reports from Chicago, Atlanta and Dal- 
las, the comfortable state of retailing 
was evidenced by gains in department 
store sales, of 10, 15 and 25 per cent 
respectively, over the corresponding 
records a year ago. 
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Unemployment has decreased 
slightly, and the heavy call made by 
recent blizzards on relief rolls has 
slackened. Building construction took 
a notable jump in January at St. Louis, 
and reports from various places 
throughout the South indicate a gen- 
eral improvement in this direction. 
Prices of farm products are sharply 
higher and the agricultural situation 
is steadily improving. It is particu- 
larly noted that retail stores of all 
types in the farm areas, which deal in 
household goods, are rushed in that 
department, and are preparing for rec- 
ord spring sales. 

* * * 

Progress in general manufactur- 
ing during January was exceptionally 
good, with steel, automobiles, wool and 
silk, and anthracite coal activities 
rather notable. Increases in the work- 
ing hours have lately been reported 
from several directions. Steel opera- 
tions advanced moderately last week, 
to 52.8 per cent of capacity, although 
a set-back had been predicted after 
the unbroken gains during the sixteen 
weeks past. At current levels opera- 
tions are the highest since June 18, 
1934, when the rate stood at 56.1 per 
cent. In the corresponding February 
week of 1934 operations averaged only 
37.5 per cent of capacity. Steel or- 
dering this year is nearly all for early 
consumption, and there has been much 
less speculative buying than a year 
ago. 

* * * 

Effective January 24th, the less- 
than-carload extra on merchant wire 
products (over carload prices) was 
increased from 10 cents to 15 cents 
per hundred pounds, this applying to 
smooth fence wire, wire nails, cement- 
coated nails, galvanized barb wire, pol- 
ished staples and galvanized staples. 
The change was made to partly cover 
and absorb handling charges at job- 
bing and basing points, in the interest 


HOW'S the 


of jobbing distributors. No changes 

in base prices have been announced 

for the current or second quarters. 
* *& # 


A desire for further extension 
of the uses of stainless steel, is seen 
in the fact that bars, and drawn wire 
of stainless steel “type 411” have been 
reduced to 17 cents per pound from 18 
cents at Pittsburgh, effective Feb. 11. 
Forging billets of the same analysis 
(0.12 per cent carbon, 12 to 15 per 
cent chrome, 1 per cent copper and 
1 per cent silicon) have been cut 0.85 
cents per pound to 14.45 cents. 

* *& # 

List prices on forged iron build- 
ers’ hardware were lowered by McKin- 
ney Manufacturing Company, effective 
Jan. 1, with discounts remaining as 
before. The declines ranged from ten 
to 25 per cent, averaging perhaps 15 
per cent, and affected the company’s 
complete and varied line of forged 
trim lock sets, door and window trim 
and interior accessories, also forged 
finish mail boxes, lanterns, chimney 
irons, etc. 

* * * 

Prices on clothes wringers were 
advanced last month by Lovell Manu- 
facturing Company, ascribed to higher 
costs which are only partially reflected 
in the new quotations. The change 
varied on the different grades and 
models, ranging upward from five 
cents to thirty-five cents per wringer, 
in the dealers’ cost schedules. 

* * 

The Edward Katzinger Company 
advanced prices, effective Feb. 1, on 
baking tinware, pie plates, jelly cake 
pans, muffin tins, etc., approximately 
10 per cent. Advances paid for some 
time on labor and materials are as- 
signed as the reason. This was the 
company’s second advance since July, 
1932. It is understood that prices of 
other makers of similar goods are also 
in process of upward revision. 

* # & 


Oneida Community silver-plated 
flatware advanced approximately 8 to 
15 per cent, effective Feb. 1, owing to 
the advances in price on silver bullion. 
Jobbers are advising their customers 
to cover requirements at once on all 
low-priced or popular-priced _ silver- 
plated wares, as these goods seem 
bound toward higher values. 

* & # 


Marble Arms and Manufactur- 
ing Co. have reduced prices on two 
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of their popular model knives—the 
No. 251 official girl scout model, and 
the No. 60, 4-in. sport knife, from 
$2 to $1.50 each, retail value, with dis- 
tributors’ prices dropped likewise 25 
per cent. The company and its dis- 
tributors confidently expect the sharp 
drop to a more popular pricing to 
result in considerably increased sales. 
* * * 


Vacuum bottles and kits—un- 
usually popular in demand during the 
recent holiday period—are experienc- 
ing another rise in volume, looking 
toward the projected opening of fur- 
ther construction camps, for new proj- 
ects by the Government conservation 
agencies. Previous CCC and CWA ac- 
tivities brought a demand for camp 
equipment which taxed the facilities of 
jobbers and dealers to supply. Cur- 
rent buying has speeded up in some 
territories, to forestall any similar 
shortage during the coming spring. 

¢ + 


Prices on cotter pins and flat 
spring keys, in bulk, have been reduced 
2% per cent, effective about Feb. 1 
and throughout the remainder of the 
current quarter. Purchases chiefly af- 
fected will be the bulk orders of the 
larger consumers, and quotations to 
the trade on the usual shelf packages, 
are not likely to be influenced. 

* * * 


There were an estimated 380,- 
000,000 electric lamps manufactured 
and sold in 1934—a new record. It is 
figured that the light produced by this 
prodigious number of units was about 
equal to the total light of all the in- 
candescent lamps used in the first 37 
years of the electrical industry, from 
1879 to 1915. These estimates are 
credited to Ward Harrison, engineer- 
ing director of the lamp department of 
General Electric Company. The num- 
ber of lamps sold last “year was 24,- 
000,000 above the total for 1929, when 
the previous high mark was touched. 
Mr. Harrison also stated that electric 
current used for lighting in 1934 
amounted to 7 per cent more in kilo- 
watt-hours than in 1933, and was only 
a little below the peaks of 1929 and 
1930. 

* * * 

Price adjustments continue at 
close intervals, on the staple BX flex- 
ible armored electrical cable. After 
an effort by the manufacturers, toward 
concerted mark-up of around 15 per 
cent, a few weeks ago, it is understood 
that quotations were dropped back, on 
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Jan. 28, to a level some 5 per cent 
lower than that ruling prior to the 
advance. 

* # & 

On February first, the American 
Smelting & Refining Company an- 
nounced a further reduction of 10 cents 
per 100 pounds in its wholesale con- 
tract basing price on pig lead. The 
new cost of 344 cents at New York is 
down as far as the lowest level of 1934, 
which prevailed only between Nov. 19 
and Dec. 14. The St. Joseph Lead 
Company and others lowered their 
quotations also to the basis of 34% 
cents, New York, while establishing 
the St. Louis base price at 3.35 cents. 
Stocks of lead in the United States at 
the end of December totaled 235,457 
short tons, against 203,061 at the end 
of December, 1933. December pro- 
duction was about 10 per cent under 
the final month of 1933. Shipments 
in December were 34,680 tons, against 
26,034 tons in December, 1933. 


* #2 


Screen doors and_ window 
screens are selling in an early volume 
much better than last season. Full- 
size window screens were again re- 
duced, about 5 per cent, on Jan. 9. 
The declines put into effect for 1935, 
on all screen goods, by the Continental 
Screen Company and other makers, 
have brought current quotations to a 
point only moderately above the low 
marks of the 1933 season. After a 
temporary opening base price of $1.60 
per 100 ft. to the trade, on the 34 x 
134-in. standard screen frame mate- 
rial, mid-western distributors reduced 
this quotation on Feb. 5 to $1.35 base. 
Other screen and frame materials have 
been similarly reduced, following lower 
wholesale costs from the lumber mills. 

* *& # 


Prices on plumbers’ oakum were 
raised one-half cent per pound, effec- 
tive in mid-January. An advance of 
ten cents per case on toilet paper was 
put out by several manufacturers, 
about Feb. 1. Brown kraft wrapping 
paper has also been raised in price 
to the jobbers—about 1214 cents per 
100 pounds. 

* * * 

Linseed oil quotations were ad- 
vanced another 14% cents per gallon, 
on Jan. 25, following two similar in- 
creases one week and two weeks pre- 
vious. The expected change in quo- 
tations on Paris Green had not reached 
the wholesalers at the time of this 
report. Other insecticides advanced in 


price on Dec. 28, as reported in the 
last issue of HARDWARE AGE. 
* * * 


A general advance on braided 
wire picture cord was put into effect 
last month, averaging 10 per cent. Due 
to recent strenuous competition among 
certain manufacturers, there has been 
a drop of approximately 10 per cent 
on the staple “ten center” tubular 
brass-plated curtain rods. 

* * * 


Prices on carriage, machine and 
lag bolts have become again highly 
competitive. The advance to 70 per 
cent discount to the trade has been 
practically voided in many localities, 
due to price cutting by some of the 
smaller manufacturers, and by some 
wholesalers. The price policy of lead- 
ing makers is still quite steady, and 
they are supporting the 10 per cent ad- 
vance made late in 1934. New list 
prices, with a few slight advances, 
were adopted on January 22, covering 
stove bolt nuts. Quotations on stove 
bolts are unchanged. 

* * * 


Japan’s rayon output for 1934 
totaled 150,000,000 Ib., bringing it with- 
in 30,000,000 lb. of the United States 
production, official figures show. Mean- 
time, Japanese Government efforts to 
stabilize the raw-silk industry met op- 
position in the Yokohama city assem- 
bly, which adopted a resolution declar- 
ing it impossible to impose a workable 
domestic government control over an 
internationally used product, so much 
dependent on world markets. 

* * * 


Consumption of crude rubber by 
manufacturers in the United States dur- 
ing December amounted to 36,662 long 
tons, compared with 34,842 tons in No- 
vember, according to reports to the 
Rubber Manufacturers’ Association. 
Stocks on hand at the end of the year 
had been reduced to an estimated 352,- 
632 long tons, against 361,236 on Nov. 
30. 

* * * 

On table glassware, improved 
merchandising methods and aggressive 
salesmanship have enabled American 
manufacturers to beat back the spread 
of Japanese competition in the domestic 
market. When requests for NRA ac- 
tion against these inroads failed last 
year, individual manufacturers concen- 
trated upon methods of overcoming the 
threat to their markets, and as a result 
have succeeded in decreasing the sale 
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of Japanese table glassware in every 
section of the country except the Pa- 
cific Coast, where limited quantities are 
still coming in for regular sale in one 
chain store group. The set-back to 
Japanese goods, according to domestic 
producers, was accomplished through 
reducing prices to cut the competitive 
advantage of the foreign goods, by 
stressing American quality and by of- 
fering stores better service and a wider 
selection of patterns than could be ob- 
tained from the Japanese. 


* * %* 


A striking fact was brought out 
by the 1933 retail distribution census, 
final figures for which were released 
recently. Despite all understanding 
that the field of retail selling was 
“overpopulated,” there was a very small 
loss in the number of stores, although 
a heavy reduction in total sales. The 
drop in stores was only 1.1 per cent, 
while the decline in volume was 49 per 
«cent from 1929, when the first census 
was made. An explanation of this 
tather curious fact has been offered. 
Trained men who were let go by estab- 
lished retail organizations have started 
up in business, since other activities 
were not available. Possibly these re- 
cruits account for the smallest loss list- 
ed in the sales figures, which was that 
of only 2 per cent for “other general 
merchandise stores.” 


Another point of interest in the 
census returns is the relative success of 
various kinds of retailing in the strug: 
gle for the consumer’s dollar over the 
last four years. The food, restaurant 
and general merchandise groups re- 
ceived the larger shares, while losses 
were recorded for apparel, farmers’ 
supplies, the automotive groups, furni- 
ture, household wares and building ma- 


terials. 
* * * 


Sales of Sears, Roebuck & Co. 
for their fiscal year ended Jan. 29 to- 
taled $338,603,706, the highest for any 
year since 1931. This total compares 
with $289,289,547 in 1933—or an in- 
crease of 17 per cent. For the four 
weeks ended Jan. 29, sales amounted 
to $22,093,564, in comparison with $20,- 
386,475 in the like period of 1934, an 
increase of 8.4 per cent. Sears’ sales 
in January were larger than in the cor- 
responding months of 1934, 1933 and 
1932, but were smaller than sales in 
January, 1931. December, 1934, sales 
had been the largest since 1929. As 
with other companies, Sears’ January 
results were held down to some extent 
by severe weather in the early part of 
the month, but the volume picked up 
again toward the end of January. 
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In one of the first earnings 
statements from the retail field, a large 
chain store organization reports an in- 
crease of about 10 per cent for 1934. 
Some smaller groups have also turned 
in favorable earnings. Since this was 
the first year under the retail code, 
the burden of higher costs did not seem 
to fall too heavily upon these distrib- 
utors. Inventory conditions are gen- 
erally reported quite favorable, due to 
the large holiday business done, and 
the cold weather liquidation of stocks 
of winter merchandise. Probably any 
increases in earnings to be shown for 
1934 will be explained by larger vol- 
ume. Gross margin was a little less in 
most companies. While there is still 
a tendency to question retail mark-ups 
as too large, the figures on profits so 
far available do not show over-much 
ground for this criticism. 


* + 


Wholesale commodity prices in 
1934 rose to 74.9 per cent of the 1926 
average, showing an increase of nearly 
14 per cent over the average for the 
year 1933, and an increase of 1534 per 
cent over 1932. When compared with 
1929, however, the 1934 level was lower 
by 211/3 per cent. During last year 
the trend was steadily upward, except 
for slight reactions in April and Octo- 
ber. The accumulated rise from Janu- 
ary to December was 6% per cent. 


* 2 


The trend of commodity prices 
for the latest week reported by Dun 
and Bradstreet, Inc., showed declines 
outnumbering advances, for the first 
time in 13 weeks. Advances were 14 
in number, and declines were 41. Food 
prices remain at the highest level since 
November, 1930—31% per cent above 
Jan. 1, and 3114 pen cent above the 
corresponding week of 1934. 


*+ + 


Retail prices, as measured by the 
Fairchild Index, declined 0.3 per cent 
in December to a level 1 per cent under 
the close of 1933. At the current fig- 
ure, there has been a decline of 2.7 
per cent from the April 1, 1934, high, 
but an increase of 25.6 per cent above 
the depression low point of May 1, 
1933. 


* #2 # 


Wholesalers proper, who did 
40.5 per cent of total wholesale business 
in 1933, are estimated to have increased 
their dollar sales to $14,710,000 in 
1934, from $12,959,000 in 1933, or a 
13.5 per cent increase, according to a 
statement by the Bureau of Foreign 
and Domestic Commerce. Wholesalers 
proper, as classified by the bureau, do 
not include manufacturers’ sales 
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branches, bulk tank stations, chain 
store warehouses, assemblers, country 
buyers, and agents or brokers who han- 
dle merchandise on a wholesale basis. 
Based upon the most reliable wholesale 
trade statistics currently available for 
the first 11 months of 1934, each kind 
of business, classified by major trades, 
increased its sales in 1934 over 1933. 
While the general trend of wholesale 
sales in 1934 was upward, the rate of 
increase varied among the different 
trades. Among other gains cited were 
electrical goods, 20 per cent; furniture 
and house furnishings, 14 per cent; 
amusement and sporting goods, 6 per 
cent; lumber and building materials, 
6 per cent; and farm supplies, 2 per 
cent. 
*% * * 


The number of business failures 
throughout the United States during 
the Jan. 24 week was again reduced, 
according to reports by Dun & Brad- 
street, Inc. The number for the week 
was 259, which compared with 274 in 
the week previous, and 315 for the 
week of Jan. 25, 1934. The best show- 
ing was made in the West, where a 
decline of 11 appeared. There were 
seven fewer failures in the South, 
while the only increase which occurred 
was a small one (of three) in the East. 


* * * 


During January 40 banks were 
opened for unrestricted operation, 11 
being national banks and 29 state 
banks, according to The American 
Banker. In the month 27 banks were 
merged, three were closed, and three 
went into voluntary liquidation. At 
the end of 1934, there were 2371 fewer 
banks operating in the United States 
than at the end of 1932. Bank clear- 
ings for the latest (Jan. 30) week 
were again higher, by 5.9 per cent, 
than at the same period a year ago. 


* * * 


The total number of unemployed 
workers in December, 1934, was esti- 
mated at 9,602,000 by the National 
Industrial Conference Board, whose 
figures, however, are considerably be- 
low those arrived at by the American 
Federation of Labor. The December 
gain in employment was given at 463,- 
000, or 4.6 per cent over the preceding 
month, and 733,000 or 7.1 per cent 
over December, 1933. Compared with 
a year previous, employment in De- 
cember, 1934, gained 15.1 per cent in 
trade; 14.9 per cent in domestic and 
personal service; 14.0 per cent in man- 
ufacturing and mechanical industries; 
9.5 per cent in extraction of minerals; 
5.0 per cent in transportation, and 5.0 
per cent in miscellaneous industry. 
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~ Annual Meeting of American 
Hardware Supply Co., Pittsburgh 


twenty-fourth annual dealer meeting of the American Hardware & Supply 


G vent four gains in volume and earnings were reported at the 


Co., Pittsburgh, Pa. The meeting was held at the company’s head- 


quarters, 41-43 Terminal Way, Pitts- 
burgh, on Jan. 28 and 29. About 250 
hardware dealers and guests attended, 
with dealers present from Pennsy]l- 
vania, West Virginia, Ohio, and New 
York. The meeting was considered a 
decided success from every standpoint. 
Attendance was exceptionally good, 
interest was keen, the accomplishments 
in 1934 were gratifying, and plans for 
further progress during the current 
year received whole-hearted support. 

Two large rooms housed the attrac- 
tive exhibits of fifty manufacturers, 
and the company’s own displays. An 
adjacent room was used for the busi- 
ness sessions, and as meals were served 
on the premises by the company, those 
present could give undivided attention 
to the meeting. The company, which 
was founded in 191], is the oldest 
dealer owned hardware wholesaler in 
the Nation. 

At the first business session, Monday 
afternoon, President Charles W. Scar- 
borough, Scarborough & Klauss Co., 
Pittsburgh, Pa., welcomed the dealers 
and guests, briefly reviewed the 1934 
operations of the company, ‘and ex- 
pressed pleasure on the gains reflected 
by the figures for the year. Most of 
the credit for the progress being made, 
Mr. Scarborough said, is due Wm. M. 
Stout, who was later named general 
manager. The policies instituted by 
Mr. Stout, which Mr. Scarborough de- 
clared were largely instrumental in 
bringing about a sales increase of 50 
per cent in 1934, were keener buying 
in larger quantities, with special -at- 
tention being paid to turnover. In con- 
cluding, Mr. Scarborough expressed 
the belief that the outlook for 1935 is 
very bright. 

E. A. Hastings, who was later 
elected treasurer and assistant secre- 
tary, then presented the auditors’ re- 
port, and following a discussion of the 
report and related matters, Mr. Stout 
spoke very interestingly on_ several 
phases of sales activity. The important 
points in Mr. Stout’s address were 
emphasized in a striking manner by 
the use of large charts, that were 
prepared for the purpose. 

Paint merchandising was then dis- 
cussed by Frank F. Whittam, general 
sales manager, John Lucas & Co., Inc., 
Philadelphia, Pa., who explained his 
company’s policies, and stressed the ad- 
vantages accruing to dealers who con- 
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WM. S. STOUT 


General manager, American Hardware 


& Supply Co., Pittsburgh, Pa. 


centrate selling effort on quality paint 
products. He also gave an effective 
paint demonstration in connection with 
his talk. 

In opening Monday evening’s ses- 
sion, Mr. Stout briefly reviewed the 
records of the past year, described 
the changes made in office and ware- 
house facilities and procedures, and 
further explained sales matters and 
figures. Following this, MacDonald 
Witten, associate editor, HARDWARE 
Acer, New York City, discussed the 
Better Housing Program being spon- 
sored by the Federal Housing Adminis- 
tration. He voiced the opinion that this 
program offered hardware dealers 
their big 1935 opportunity, and ex- 
plained methods that dealers can use 
to capitalize on the plan. 

Mr. Witten also touched upon proper 
display, NRA developments, store ex- 
penses, pricing policies, the home 
workshop movement, advertising, and 
other subjects in which dealers are in- 
terested. Following Mr. Witten’s talk, 
additional business was transacted in 
a closed session, after which the meet- 
ing adjourned until Tuesday afternoon. 
This enabled those attending to visit 
the exhibits Tuesday morning. 

The Tuesday afternoon session open- 
ed with President Scarborough in the 
chair, and the minutes of the preceding 
meeting were read b¥ Secretary Erle 
B. Yahn, Yahn-Jones Hardware Co., 
Elwood City, Pa., who was later named 
secretary and assistant treasurer. Upon 
roll call it was found that more than 
the required quorum was present, or 


represented by proxy, and the meeting 
proceeded to the regular order of busi- 
ness. The treasurer’s report was pre- 
sented by Mr. Hastings. 

The nomination and election of three 
directors were next in order and after 
the required six nominations had been 
made, the following dealers were 
elected directors: Erle B. Yahn, Yahn- 
Jones Hardware Co., Elwood City, Pa., 
(reelected); J. °E. McGeary, Leech- 
burg, Pa., and J. R. Andrews, Adams- 
ville, Pa. These directors replace on 
the Board the following three direc- 
tors whose terms expired this year: 
J. W. Jones, Dravosburg, Pa.; J. L. 
Hall, J. L. Hall Hardware Co., Fair- 
view, W. Va., and Erle B. Yahn, Yahn- 
Jones Hardware Co., Elwood City, Pa., 
(reelected). Other members of the 
Board are Charles W. Scarborough, 
Scarborough & Klauss Co., Pittsburgh, 
Pa.; F. B. Post, Paul & Post, Wash- 
ington, Pa.; E. K. Owens, E. K. Owens 
Hardware Co., Susquehanna, Pa.; 
Howard M. Kirk, Kirk, Hutton & Co., 
New Castle, Pa.; George C. Brown, 
Punxsutawney Hardware Co., Punx- 
sutawney, Pa., and John A. Ditz, Ditz 
& Mooney Hardware Co., Clarion, Pa. 

Following the transaction of other 
business, a motion was adopted to ten- 
der a rising vote of thanks to Wm. M. 
Stout for his untiring effort in the 
company’s behalf, and also as a 
courtesy to HarpwareE AGE for having 
Mr. Witten present for the meeting. 

Mr. Scarborough then paid a tribute 
to Mr. Porter, to whom he gave the 
entire credit for having the vision to 
found the company 24 years ago, when 
the plan, then called “The Pittsburgh 
Idea,” had never before been at- 
tempted. When Mr. Scarborough had 
completed this tribute, it was voted to 
send Mr. Porter, who is now in Florida, 
an invitation to be the guest of honor 
at the company’s 25th or Silver Anni- 
versary Meeting on the last Monday 
and Tuesday of January, 1936. The 
concluding action at the meeting was 
the adoption of a resolution extending 
a vote of thanks and confidence to the 
officers and employees of the company. 

At an executive session of the Board 
of Directors, which immediately fol- 
lowed adjournment of the general 
meeting, the following officers were 
elected: President, Charles W. Scar- 
borough; vice-president, F. B. Post; 
secretary and assistant treasurer, Erle 
B. Yahn; treasurer and assistant sec- 
retary, E. A. Hastings, and general 
manager, Wm. M. Stout. 
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Ready Reference 


Fiorence, Wis.—“Who Makes It?” 
sent me by Harpware AcE Vol. 134 
No. 7 is placed prominently where 
clerks can find ready reference for the 
convenience of customers who have 
items that need repairs and often re- 
placements of articles bought years 
ago. 

It is very helpful for the store that 
wishes to serve its trade with dispatch 
and promptness. 

E. W. Peterson, 
Past N.R.H.A. President 


Fine Compilation 

Fresno, Cat.—A fine compilation 
of useful information and should get 
studious attention. Accept our thanks. 

Barrett-Hicks Hardware Co. 
This Tells Us 

KNOXVILLE, TENN.—We have _ re- 
ceived our copy of Directory or “Who 
Makes It?” and have put it to im- 
mediate use. We find it invaluable in- 
asmuch as there are a great many 
inquiries coming to us for goods that 
we do not regularly stock. 

“Who Makes It?” tells us where to 
send our inquiries for prices and we 
certainly appreciate the effort and time 
that it has taken to get out this work. 


C. C. Cruze, Vice-President, 
Wright-Cruze Hardware Co. 


A Fine Job 


Cuicaco, Itt.— We received two 


copies of the Directory Number of 
September 27th, which have been in- 
stalled at different locations in our 
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Many Wholesalers and Retailers Express 
Appreciation for H ardware A ge Directory 
and Catalog Edition Just Out 


buying department for the constant 
reference which is always given to this 
valuable guide. 

We have not had time to go through 
the new Directory Number in detail, 
but you seem to have made it even 
more complete than usual, and have 
added a number of features which we 
know will be valuable. 

We think you are doing a fine job 
for the entire hardware industry in 
this careful compilation, and by issu- 
ing the Directory in this manner, as 
part of the regular service you give 
your subscribers. 

R. V. TruspeE., 
Hibbard, Spencer, Bartlett & Co. 


Best Directory 


SCOTTSVILLE, Va.—We have received 
your 1934-35 Directory which we think 
is the best directory you have ever got- 
ten out. 

We find need of this directory almost 
every day as we have considerable re- 
pair parts to order for farm machin- 
ery, stoves, ranges, guns, rifles, locks, 
household equipment, pumps, water 
systems, etc. 

We feel that we could not operate 
our business to the best advantage 
without some kind of a buyers’ guide 
or directory. 

Grorce T. OMoHUNDRO, Jr., Sec.-Treas. 
Scottsville Hardware Co. 


Most Useful Book 


Cincinnati, Onro—Your directory, 
or. “Who Makes It,” is always grate- 
fully received, and we consider it one 
of the most useful books in our busi- 
ness. We refer to it frequently. 

H. C. MILter, 
The Kruse Hardware Company 






























Beck.Ley, W. Va.—We have received 
the recent addition of your directory. 
We want to compliment you very highly 
on this publication. We find this to 
be a very valuable reference and look 
forward with pleasure to receiving the 
revised number from year to year. 

Wishing you continued success. 

E. E. Brss, Secy.-Treas. 
Beckley Hardware & Supply Co. 


Mighty Fine 
Mempuis, TENN.—We have received 
our copy of “Who Makes It” and think 
it is mighty fine and certainly appre- 


ciate it. We know it will be a big help 
to us. 


Valuable for Reference 





Joun Epwarps, Secy.-Treas. 
De Soto Hardware Co. 
Very Useful 

Buruincton, Vt.—This is to advise 
that we have received the latest issue 
of Harpware Ace “Who Makes It?” 
dated September 27th and are very 
much pleased with the contents of 
same. 

This is very helpful in our business 
in picking up special orders and should 
be on the desk of every hardware 
dealer in the country. 


H. A. THompson, Store Manager, 
Tue G. S. BLopcett Co., Inc. 
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Telling 


A Fine Book 


BIRMINGHAM, ALA.—We have re- 
ceived the directory or “Who Makes 
It.” This is a fine book, we appreciate 
it and are always glad to have the 
latest copy in our files. 

W. W. Frencu, Vice-President, 
Moore-Handley Hardware Co. 





Very Satisfactory 


CINCINNATI, OH10—We find the di- 
rectory “Who Makes It” very satisfac- 
tory in many cases and use it to advan- 
tage and really appreciate same. 

E. J. KuHiMaAnn, 
The Kuhlmann Hardware Co. 





Best Ever 


GrEEN Bay, Wisc.—The HarpWaArE 
Ace Directory was received a few days 
ago, and we consider it the best issue 
ever got out, and our buyers are look- 
ing forward to making good use of 
same. 

A. E. Winter, Pres. 
Morley Murphy Company 





Most Valuable Book 


CHESTERTOWN, Mp.—It gives us great 
pleasure to acknowledge receipt of 
“Who Makes It.” We consider this one 
of the most valuable business books we 
have, and many times during the busi- 
ness year we make reference to it for 
such information as we desire on hard- 
ware items. 

We sincerely thank you for sending 
us a Copy. 

Jones & SATTERFIELD. 





Charts, Tables and Listings 
Useful 


AppLeton, Wisc.—We think that you 
have done excellent work in preparing 
your Directory which we received a few 
weeks ago and during the year we have 
numerous occasions to refer to it. For 
smaller dealers who do not have vari- 
ous directories such as we have need 
for, I believe it would be of exception- 
ally good help. 

Your additions of various tables such 
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as nail price list, rope and screen list, 
etc., is a step in the right direction and 
I think very much appreciated. Even 
though you may incur a great expense 
by this publication I deem it justified. 
A. H. Benson, 
Schlafer Hardware Company 





Serves Our Purposes 


ParsHaLt, N. D.—We use your di- 
rectory every few days and would find 
it hard to be without it. It serves our 
purpose and we have no suggestions for 
improvements. 

Cooper-Brower Company 


Appreciated 


Lewistown, Mont.—We have re- 
ceived our copy of the “Who Makes It” 
Directory and wish to tell you how 
much we appreciate it. 

It is a great help to us, as every day 
we have a call for some article we do 
not know about, and “Who Makes It” 
gives us the information needed. 

£. R. THompson, 
Montana Lumber & Hardware Co. 





Complete 


FAYETTEVILLE, ARK.—We have looked 
over the “Who Makes It” issue of the 
HarpwareE AGE, and, taking your good, 
clean, well got up advertisements, com- 
plete list of who makes it goods and 
with your index, showing exactly where 
to find these many helps, it seems to 
us to be just about as complete as pos- 
sible and we use it often. 

Bert Lewis 
Lewis Brothers Company 





Says Keep It Up 


Bucyrus, Oxn1o.— We always look 
forward with anticipation toward re- 
ceiving your new Directory or “Who 
Makes It?” It is a handy thing to 
have around the office and we have use 
for it every day. 

Hope you continue to publish it in 
the future. Thanks very much. 

H. R. Bartu, Bkpr.. 
F. A. Walther 





Excellent Publication 


Betincton, W. Va.—We are glad to 
acknowledge receipt of “Who Makes 
It?” This Directory will be of much 
value to us and we compliment you on 
the very excellent publication for the 
hardware man. 

J. E. Keyser, President, 
Kane & Keyser Hdw. Co. 


Of Much Value 


Bancor, Me.—We have used your 
Directory in a great many instances 
and find it of much value to us in 
looking up the location of manufac- 
turers. This Directory we consider of 
much value. 

A. S. CHALMERs, 
The Haynes & Chalmers Co. 


Buyer Uses It 


Bancor, Me.—Our buyer tells me 
he finds the Directory very useful. Uses 
it many times during the year. Thank 


you. . 
F. E. Brace, President, 
N. H. Bragg & Son 


Valuable Source of 
Information 


Scuenectapby, N. Y.—Relative to the 
Directory “Who Makes It?”—pleased 
to advise that we received the recent 
issue and are much pleased with it. 
We have used yeur Directory for a 
long time and find it a very valuable 
source of information. 

WALLACE ARMER 


Appreciated Very Much 


Geneseo, N. Y.—We appreciate the 
Directory very much. Hardly a day 
goes by that we don’t refer to it. 

Geneseo Hardware Co., Inc. 





Very Convenient 
Natick, Mass.—We find the Direc- 


tory very convenient and could not sug- 
gest any improvement. 
The Fiske Corporation 
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Miami Convention 


READ IT IN HARDWARE 


S OF 








Meets, April 8-1] 


—Record Advance Hotel Reservations 


Hardware Age Arranged Trip on SS. Iroquois— | 


leaves New York April 3, 


3 P.M. Special conven- 


tion round trip rate $60, including room and meals. 





Advance hotel reservations— ; 
totaling 350 rooms up to Jan. 
3l—indicate that the annual 
joint convention of the Southern | 
Hardware Jobbers’ and Ameri- 
can Hardware Manufacturers’ | 
Association, at the Miami-Bilt- 








leave New York City April 13 | 


at 12 noon. Harpware AcE has 
sponsored this cool ocean route 
to the Miami convention, in the 
desire to make the trip to and 
from the convention as pleasant 


and interesting as the convention | 





The S.S. Iroquois upon which Harpware AGe sponsored trip will be made. 


more Hotel, Miami, Fla., April | 
8 to 11, 1935, will have the larg- 
est registration in the history 
of this joint convention, accord- 
ing to Charles F. Rockwell, sec- 
retary, Manufacturers’ Associa- 
tion. Jobber reservations are 
more advanced than usual and | 
many hardware jobbers and 
manufacturers have indicated 
their intention of arriving earlier | 
than the convention bringing 
their families with them to enjoy 
the sports and other features. 
A large number of hardware 
men attending the convention 
will arrive on board the SS. 
Iroquois when she docks at 
Miami, Saturday, April 6. Sail- 
ing from New York, Wednesday, 
April 3 at 3 p. m., this flagship 
of the Clyde-Mallory Lines is 
available for the hardware dele- 
gates. It was incorrectly stated 
in the Jan. 31 issue of HARDWARE 
Ace that the Iroquois would | 
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itself promises to be. Inspired 
by the success of the HARDWARE 
Ace Special, a no-change train 
to the Atlantic City convention 
last October, several manufac- 
turers urged this publication to 
arrange the boat trip which plan 
is now under way. A _spe- 
cial convention round trip rate 
of $60 is available, which in- 


cludes stateroom and _ meals. 
Superior accommodations are 
slightly higher according to 


tastes, size and location. 
Arriving the Saturday prior to 
the official opening of the con- 
vention, the sea-going delegates 
will have the full week-end for 
fishing, golf, swimming, tennis 
or the other numerous diversions 
for which Miami is justly fa- 
mous. Headquarters are at the 
Miami-Biltmore Hotel with full 
privileges there and with equal 
privileges at the Roney-Plaza 
Hotel and its beach facilities. 


Delegates wishing to make the 
side-trip to Havana, Cuba, will 
| find convenient plans for rail- 
| water and all-water routes cost- 
| ing $24 round trip either way. 

Reservations for SS. Iroquois 
should be made promptly by ad- 
dressing Clyde-Mallory Lines, 
Pier 34, North River, New York 
City, or that company at 1114 
Lincoln-Liberty Bldg., Philadel- 
phia, or 50 Franklin St., Boston, 
Mass. All regular steamship 
and travel agencies are also in 
position to handle reservations, 
or furnish specific data as re- 
quired. Mention the Miami hard- 
ware convention trip as planned 
by Harpware AcE when making 
reservations or seeking data. 

Set on the edge of the Miami- 
Biltmore championship golf 
course, the hotel is a modern 
version of Spanish renaissance 
architecture, the main building 
being flanked by impressive 
wings and topped with a replica 
of the famous Giralda tower, of 
Sevilla, Spain. When a dele- 
| gate registers at the Miami-Bilt- 
more, he automatically becomes 
a member of the Florida Year- 
Round clubs, an organization 
composed of three units, each 
| lecated in a unique section of 
| South Florida. The Miami-Bilt- 
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The Miami-Biltmore Hotel, Miami, Fla. 


more Country Club, with its golf 
course and fresh water pools, 
skirts the Everglade section, the 
Roney Plaza Cabana Sun Club, 
with its pool decks, tennis courts, 
and palm gardens, faces the At- 
lantic ocean and the Key Largo 
Anglers club, is a rendezvous for 
fishermen, 48 miles south of 
Miami in the tropical Florida 
keys. 

Adopting for the first time on 
regular schedule the deluxe 
aerocars, the Year-Round clubs 
provides complementary _ trans- 
portation about the South Flor- 
ida district from the moment 
delegates arrive at the railroad 
terminal, steamship pier, or air- 
plane hangar. The aerocars run 
on schedule between the club 
units, and these capitols of va- 
cationland are linked in luxur- 
ious fashion with shops, theaters. 
race tracks, dog tracks, and other 
points of interest. 

In addition to the aerocar ser 
vice, the Year-Round clubs have 
pioneered the country in the in- 
troduction of an autogiro taxi 
service. In half-hour intervals 
throughout the season the club’s 
*giro goes from the Miami-Bilt- 
more golf course to the Venetian 
airport at Miami Beach, serving 
the Roney Plaza. Special parties 
are arranged to make the trip 
to Key Largo by ’giro, or for 
those who prefer there’s an ex- 
press sea-sled that takes the 
water way to the club via Bis- 
cayne Bay and Card Sound. 





Convention Headquarters 
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AGE—WHILE IT’S NEWS 








Executive Changes, Meet- 
ings, Current Events in 


the Hardware Trade 




















WALLACE POND TALKS 
TO HARDWARE BOOSTERS 


“The Art of Selling Goods” 
was discussed by Wallace L. 
Pond, domestic sales manager, 
Nicholson File Co., Providence, 
R. L, at the Jan. 26 meeting of 
the Hardware Boosters, held at 





WALLACE L. POND 


the Hardware Club, New York 
City. More than forty members 


and guests heard Mr. Pond. 
Salesmen must believe in the 
goods they are selling, study 


what they are doing and should 
refrain from overloading custom- 
ers declared Mr. Pond. He em- 
phasized the importance of cour- 
tesy and cheerfulness on the part 
of a salesman and warned against 
knocking a competitor’s lines. 

George H. Griffiths, general 
manager, HARDWARE AGE, urged 
salesmen whose home offices are 
in other cities to send reports on 
their calls to their main offices 
to make the work of those offices 
easier. 

The Boosters voted to hold 
their annual “Night Out” in the 
form of a beefsteak party at a 
date to be announced later. E. R. 
Sandiford, HarpwareE AGE, pres- 
ident of the organization, con- 
ducted the meeting. 
SINGLETON IS PRES. OF 

TEXAS WHOLESALERS 


Charles G. Singleton, N. O. 
Nelson Mfg. Co., Dallas, Tex., is 
president of the recently formed 
Wholesale Distributors Associa- 
tion of Texas. Other officers of 
the association are: John Cowan, 
Clowe & Cowan, Inc., Amarillo, 
and C. E. Johnson, Crane & Co., 


Houston, are_ vice-presidents. 
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I. L. Nihell, Standard Sanitary 
Mfg. Co., Dallas, is chairman of 
the board of directors and exec- 
utive committee. Howard Wed- 
dington, Dallas, is secretary- 
treasurer. Headquarters of the 
organization are at 510 Mercan- 
tile Bank Bldg., Dallas. 

In addition to its other activ- 
ities the association operates a 
credit exchange for its members. 
Plans call for six divisions. So 
far the following divisions have 
been organized: pipe, valves and 
fittings; plumbing and heating; 
industrial mill and sheet metal. 
The water well division has been 
partly organized. The hardware 
division has not been organ zed 
although plans call for the for- 
mation of such a section of the 
association. 

FRANZEN HARDWARE 
BURNS—REQUESTS NEW 

CATALOGS 


Franzen Hardware Co., River- 
Calif., was completely 
burned Jan. 30. The company 
desires manufacturers catalogs 
-and price lists on all hardware 
and allied lines sent to it im- 
mediately. 


MYERS 50 YEARS WITH 
HARPER-McINTIRE CO. 


W. P. Myers, secretary, Har- 
per- McIntire Co., Ottumwa, 
Iowa, wholesale hardware dis- 
tributors, was recently honored 





W. P. MYERS 


at a luncheon held at the Hotel 
Ottumwa to celebrate his fiftieth 
anniversary wih the company. 
Officers of the company, and 
members of the office and sales 


_ force honored Mr. Myers at the 








luncheon and_ presented him 
with a watch and chain to com- 
memorate the anniversary. 

Mr. Myers joined the company 
in 1884, being successively ship- 
ping clerk, traveling representa- 
tive and secretary, which office 
he has had since 1913, the year 
the company was incorporated. 

The luncheon also served to 
close a sales conference held by 
the company. 


J. M. SPANGLER ELECTED 


TO MEMA DIRECTORATE 


J. M. Spangler, general sales 
manager, National Carbon Co., 
New York City, was recently 
named to the board of directors 
of the Motor & Equipment Man- 


ufacturers Association, to fill a | 


vacancy in the board. He was 
also named chairman of the 
MEMA Wholesalers Relations 





J.M. SPANGLER 


Committee, which group is ex- 
pected to handle negotiations 
with a similar committee from 
the Motor & Equipment Whole- 
salers Association in connection 
with the “Buymanship” program 
now under consideration. 


COT, YACHT CHAIR FIRM 
MOVES TO SHREVEPORT 


The Crawford Furniture Mfg. 
Co. has taken over the furniture 
department of the Crawford- 
Austin Mfg. Co., Waco, Tex., and 
has moved the factory and offices 
to Shreveport, La. The new 
company, which is now a unit of 
Frost Lumber Industries, manu- 
factures lawn and porch chairs, 
folding yacht chairs and canvas 
folding cots. 


ELECT EDWARD DURELL 
UNION FORK PRESIDENT 


Edward Durell, formerly vice- 
president and treasurer, The 
Union Fork & Hoe Co., Colum- 
bus, Ohio, was recently elected 
president of the company suc- 
ceeding the late W. D. Ackley, 











EDWARD DURELL 


Frankfort, N. Y. Mr. Durell was 
also reelected treasurer at the 
meeting of the board of directors. 
J. S. Nicholas, who is now in 
charge of the company’s Con- 


tinental Works at Frankfort, 
N. Y., and H. F. Zulauf, in 
charge of sales, were reelected 
vice-presidents. L. H. Hersee. 
Columbus, Ohio, was reelected 
secretary. 


All of the officers of the com- 
pany have had many years’ ex- 
perience in the manufacturing 
| and marketing of hand farm and 
garden tools. Mr. Durell, follow- 
ing service in the World War, 
entered the company’s employ in 
1919, in the logging and saw- 
mill end of the business. He has 
had wide experience in_ all 
branches of the company. He 
spent three years in the depart- 
ment which buys timber and 
manufactures logs into handles. 
Next he was in the forging end 
of the business and later devoted 





several years to selling the com- 
pany’s line. In 1926 he headed 
the Columbus factory and in 
1930 was elected vice-president 
of the company. 

Plans for further manufactur- 
ing extensions are under con- 
sideration according to the com- 





pany. 
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VALDURA MAKER NAMES 
MULCAHY VICE-PRES. 


Walter T. Mulcahy has been | 
elected a vice-president of the 
American Asphalt Paint Co., 
Chicago, Ill., maker of Valdura 
products. Mr. Mulcahy has been 





| 
| 





WALTER T. MULCAHY 


with the organization for 13 
years and during that time has 
served hardware companies in 
many sections of the United 
States. 

He will now have complete 
charge of the company’s Eastern 
operations. His headquarters 
will be continued in New York 
City, and he will contact hard- 
ware distributors throughout the 
entire Eastern section. 





SAN FRANCISCO KETTLE 
CLUB HEARS BROKER 


At a recent meeting of the 
San Francisco Pot & Kettle 
Club, Silas Perry, exchange 


broker and economist of London 
and Hong Kong, and a brother 
of Sam Perry, member of the 
club, gave a brief talk on condi- 
tions throughout the world. Sam- 
uel Lewis spoke on the Town- 
send Plan of old age pensions. 
Charlie Putnam gave a_ brief 
summary of his trip and of con- 
ditions he found them at 
eastern factories he represents. 

At a previous meeting G. C. 
Gillan, president of the club, 
appointed program committee 
chairman for the year as well as 
other committee heads. 


as 


HOLD BETTER LIGHT 
CONFERENCE IN N. Y. 


The National Better Light Bet- 
ter Sight Bureau held a one day 
meeting and conference Jan. 29 
in the main auditorium of the 
Electrical Association of New 
York offices, Grand Central Pal- 
ace, 46th St. and Lexington Ave., 
New York City. The day started 
with an inspection of displays 
and exhibits of advertising and 
promotional material by the Bet- 
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Vision Institute, 
ciation, National Retail Dry 
Goods Association, Edison Elec- 
tric Institute, General Electric 
Co. and Westinghouse Lamp Co. 
M. E. Skinner, assistant vice- 
president, Niagara Hudson Pow- 


| er Corp., chairman of the cam- 


paign gave a general summary of 
progress of activity to date and 
told of new developments in the 


| campaign. 


“The Paint Industry and the 
Better Sight Movement” was dis- 
cussed by James S. Wolf, presi- 
dent, New York Paint, Varnish 
& Lacquer Association. Hon. 
James Edmund Ives, assistant di- 
rector, United States Public 
Health Service, Washington, D. 


| C., spoke on “The Social Signifi- 


cance of Better Sight,” and M. J. 
Julian, president, Better Vision 
Institute, discussed “The New 
Light Prescribing Technique.” 

“Importance of Good Sight for 
Human Safety” was the topic of 
R. E. Simpson, illuminating en- 
gineer, National Bureau of Cas- 
ualty & Surety Underwriters. 
The playlet “Better Light—Bit- 
ter Fight”—a humorous drama- 
tization of the major objectives 
of the National Better Light— 
Better Sight Movement, was pre- 
sented. 

A. L. Powell, president, Ilu- 
minating Engineering Society, 
spoke on Scientific Illumination, 
and Julius Daniels, chairman, 
Lighting Sales Sub-Committee, 
Edison Electric Institute, gave an 
address on “Interpreting Better 
Sight to Commerce and Indus- 
try.” A Visaphone presentation 
“House of Vision” gave a funda- 
mental story on the eye and how 
it works. Mrs. Clara Savage Lit- 
tledale, editor, Parent’s Maga- 


zine, gave her impressions of the | 


campaign. 


Dr. G. W. Allison, field repre- 


sentative, Edison Electric Insti- 
tute, spoke on “What I See.” 
The conference closed with an 
inspection of the Lighting Insti- 
tute of the Electrical Association 
of New York. 

SCHWARZ BROS. CO. 

OFFICERS ELECTED 


Officers of The Schwarz Bros. 
Co., Bridgeport, Conn., were re- 
cently elected. George Lush is 
chairman, George Anderson is 
vice chairman, Miss I. Scholz is 
secretary and Miss Pauline M. 
Wagner is treasurer. 





KREBS WILL MOVE OFFICE 
TO WILMINGTON, DEL. 


Krebs Pigment & Color Corp., 
whose main offices have been lo- 
cated in Newark, N. J., since 
1931, will move them to 1007 
Market St., Wilmington, Del., on 
April 1. 


National | 
| Paint, Varnish & Lacquer Asso- 





plants at Newport, Del.; Balti- 
more, Md., and Newark, N. J., 
and is erecting a new plant at 
Edgemoor, Del., for the manu- 
facture of Titanium Dioxide and 
extended Titanium pigments. The 
offices will be moved to facilitate 
operations from a more centrally 
located point. The metropolitan 
district sales office at 256 Van- 
derpool St., Newark, N. J., will 


be continued. 


SPARTON BROADCASTS 
RESUMED ON FEB. 10 


The radio broadcasting pro- 
grams of The Sparks-Withington 
Co., Jackson, Mich., manufactur- 
ers of Sparton radios, etc., were 
resumed Sunday, Feb. 10, with 
an enlarged program, the time 
being extended to a_ half-hour 
broadcast starting at 4 P. M. 
each Sunday. Programs are be- 
ing broadcast over the NBC blue 
network and feature Jolly Co- 
burn and orchestra, the Sparton 
Embassy Choir and other en- 
tertainers. 


ELECT HARE V-PRES. of 
NEWTON KELSAY & SONS 


Ray Hare, well known hard- 


| ware broker of Nashville, Tenn., 


| was recently named vice presi- | 


| 
| 








RAY HARE 


dent and general southern sales 
manager of Newton Kelsay & 
Sons, Evansville, Ind., manufac- 
turers of hames. 





STEWART-WARNER MAKES 
CHANGES IN PERSONNEL 


Stewart-Warner Corp., Chicago, 
has appointed Charles D’Olive, 
who had been directing refrige- 
rator sales and engineering, as 
assistant to Frank A. Hiter, gen- 
eral sales manager and vice-pres- 
ident, in which position he will 
continue supervision of engineer- 
ing and product planning. John 
Ditzell has joined Stewart-War- 
ner in charge of radio and re- 


The company operates | frigeration sales. 


EDISON INSTITUTE 
SPONSORS ELECTRIC 
APPLIANCE CONTEST 


To encourage more aggressive 
sales effort on the part of ali 
dealers in electrical appliances 
the Electrical Housewares Com- 
mittee has announced a Better 
Merchandising Contest for 1935. 
There will be a total of $2,400 
in prizes with allotment of 
$600.00 in each quarter. The 
basis of the awards for January. 
February and March will be for 
“the best plan for sales train- 
ing of retail clerks in selling 
electrical housewares and how 
the plan was applied”; for 
April, May and June prizes will 
be for the best window display; 
for July, August and September 
for the best store display, and 
for the last quarter, October. 
November and December, for 
best sales and promotional plans. 

A first prize of $100.00 and 
a second prize of $50.00 are 
offered to the winners in each 
of three classes of outlets, 
namely (1) departmentalized 
stores, (2) other retail outlets, 
(3) utilities. There will also 
be five honorable mention awards 
of $10.00 to be offered in each 
| class. There are no fees re- 
| quired for entrance in the con- 
test. The contest for the first 
quarter ends March 31 and 
plans must be submitted to 
| C. E. Greenwood, care Edison 
Electric Institute, 420 Lexington 
Ave., New York City, on or be- 
fore that date. 

Plans submitted to the judges 
must actually have been put in 
| operation at the time of sub- 
mitting the plan or before that 
| date. For the contest the term 
| “electrical housewares” _ shall 
| mean all electric table cookery 
appliances plus such items as 
clocks, irons, heaters, roasters, 
hot plates, casseroles and fans. 
| The contest is sponsored by 
Edison Electric Institute in con- 
junction with the following ap- 
pliance manufacturers: General 
| Electric Co., Bridgeport, Conn.; 
| Hamilton Beach Mfg. Co., 
Racine, Wis.; Knapp - Monarch 
Co., St. Louis, Mo.; Landers, 
| Frary & Clark, New Britain, 
| Conn.; Manning-Bowman & Co., 
| Meriden, Conn.; Proctor & 
| Schwartz Electric Co., Philadel- 
| phia, Pa.; Robeston - Rochester 
Corp., Rochester, N. Y.; The 
Silex Co., Hartford, Conn.; 
Waters-Genter Co., Minneapolis, 
Minn.; Westinghouse Electric & 
Mfg. Co., Mansfield, Ohio; 
Swartzbaugh Mfg. Co., Toledo, 
Ohio and American Electrical 
Heater Co., Detroit, Mich. 

The committee will not return 
manuscripts and reserves the 
right to publish any of the man- 
uscripts in any of the Institute’s 
publications. 
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“Yes, Mrs. Jones, you do 


DO I GET A BIG 
MOTH BAG 


WITH EVERY 
QUART 


or FLIT? 


gas 
e 


and—Mr. Dealer! 237 prizes worth $2,070 for best 
window displays featuring this great Flit offer 


BIG MERCHANDISING OPPORTUNITY: Combination 
offer—Big Flit Moth Bag supplied with every Quart of 
Flit Spray. See that all of your customers take advan- 
tage of this amazing bargain—double your sales. Your 
wholesaler will supply a dozen Flit Moth Bags with 
every dozen Quarts of Flit Spray you purchase before 
May 15, 1935. Feature this combination offer in your 
store, in your windows and in your advertising. 

SPECIAL DEALER DISCOUNT: Cet in touch with your 
wholesaler regarding the Special Dealer Discount on 





HOW FLIT SOLVES 
YOUR MOTH PROBLEM 


STANCO DISTRIBUTORS, INC. - 





FEBRUARY 14, 1935 


ich expires May 15, 1935. 





BIG ADVERTISING CAMPAIGN: ‘This Combination 
Offer of a Flit Moth Bag—Quart of Flit Spray will be 
prominently advertised in leading women’s and general 
magazines...numerous full pages in color. Newspaper 
advertising in key cities will also feature this special offer. 
WINDOW DISPLAY CONTEST: Get into the Fit 
Spray Window Display Contest. Two hundred and 
thirty-seven prizes, totalling in value $2,070, will be 
awarded for the best displays. Write us for display 
prices and details regarding this contest which closes 


May 15, 1935. 











QUICKER! 


SELL THE 
FLIT GUN, 
TOO! 

Copr. 1935, $ 






2 Park Avenue - New York City 
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NEW RETAIL COMPANY 
DESIRES CATALOGS 


Grindrod & Hazlehurst, Inc., 
17 E. Westfield Ave., Roselle 
Park, N. J., who recently entered 
business, would like to have man- 
ufacturers’ catalogs and price 
sheets on builders hardware, 
tools, paints, electrical wiring, 
plumbing and mill supplies. For 
the past ten years James Grin- 
drod associated with the Brown 
Hardware Co. as general man- 
ager and has been connected 
with the trade for the past 
twenty years. Frank Hazlehurst 
was an outside representative for 
the Hand Hardware Co. for the 
past ten years and is handling 
outside sales for the new firm. 


Cc. E. BECKER MANAGES 
HOME FURNACE CO. 


C. E. Becker, for many years 
branch manager of the Holland 
Furnace Co. in Grand Rapids, 
Mich., is now manager of the 
Home Furnace Co., Holland, 
Mich. James DeYoung, who 
previously managed the Home 
Furnace Co., continues on the 
board of directors and as an of- 
ficer of the company. The com- 
pany plans to include home-heat- 
ing and air-conditioning prod- 
ucts and equipment in addition 
to its present lines. 


NIRB STAYS RETAII. 
CODE HOUR LIMITS 


(From Our Washington Bureau) | 


The National Industrial Re- 
covery Board has stayed the re- 
tail code _ provision limiting 
hours of employment to eight a 
day so that “especially skilled” 
employees may work at taking in- 
ventory during any one week 
until Feb. 28 any number of 
hours per day provided the 
weekly hours’ maximum is not 
exceeded. The stay, which af- 
fects the hardware code along 
with other retail codes, was 
granted at the request of the 
National Retail Code authority. 

Compensation for any hours 
worked over the daily maximum 


rocal Trade Agreement, the Re- 
ciprocal Tariff Bill, Revenue Act 
of 1934, Section 3 (e) of the 
National Industrial Recovery 
Act, compensatory taxes on im- 
ports in the Agricultural Ad- 
justment Act, the Anti-Dumping 
Act and special taxes affecting 
imports. The alphabetical com- 
modity index has been com- 
pletely revised and shows the 
new rates of duty covered by 
the President’s proclamations 
and trade agreements, new clas- 
sification numbers and units of 
quantity as provided for in Im- 
port schedule “A”. 

New port sections have been 
created for Puerto Rico and the 
Virgin Islands in the book and 
a larger number of revisions and 
additions than usual have been 
included in other port sections, 
particularly with respect to cus- 
tom house brokers, U. S. Cus- 
toms bonded warehouses and 
steamship services. 

The Custom House Guide con- 
tains 1500 pages 6 x 9 inches, 
costs $10 and is published by 
the Custom House Guide, Box 
7, Sta. P., Custom House, New 
York, N. Y. 





} 
| 


| 
| 





| J. C. Mulvaney, Hitchcock, 
S. D., elected president of the 
South Dakota Retail Hardware 
Association, report of which ap- 
pears on p. 140 of this issue. 








under this stay must be at one | 


and one-third the normal rate. 


The code peak-period allowance | 


of overtime may not be used 
concurrently with the overtime 
granted by the stay. 


ISSUE 1935 EDITION OF 
CUSTOM HOUSE GUIDE 


Considerable new information 
as well as many changes and 
revisions of importance to those 
engaged in various phases of 
foreign trade are incorporated in 
the 1935 edition of the Custom 
House Guide. Among the new 
sections are: the Cuban Recip- 
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REGULATIONS AMENDED 
INDUSTRIAL ALCOHOL 


Charles T. Russell, acting 
Commissioner of Internal Rev- 
enue, Washington, D. C., has an- 
nounced that “paragraphs 12 and 
13 of article 117 of Regulations 
No. 3, relative to production, tax 
payment, etc., of Industrial Al- 
cohol, effective April 1, 1931, as 
amended by Treasury Decision 
No. 9, effective June 3, 1932, 
and Treasury Decision No. 16, 
effective August 2, 1933, are 
hereby rescinded, and the fol- 





. 





| 


lowing substituted in lieu there- 
of: 

Containers of products other 
than completely denatured alco- 
hol shall not be branded as such, 
nor shall such products be ad- 
vertised, shipped, sold, or offered 
for sale as completely denatured 
alcohol. 

Supervisors shall instruct all 
field officers under their direc- 
tion to warn proprietors of ga- 
rages, paint shops, hardware 
stores, and other retail dealers 
guilty of such practices, to im- 
mediately discontinue the same, 
and that any one failing to do 
so shall be reported to the 
proper United States Attorney 
for prosecution. 


HUDSON COUNTY ASSN. 
OPPOSES SALES TAX 


Members of the Hudson Coun- 
ty Hardware & Housefurnishings 
Dealers Association, meeting re- 
cently at the Jersey City Jewish 
Community Center, went on rec- 
ord against a proposed sales tax 
in New Jersey. The members 
decided to protest to Governor 
Hoffman and the legislature. 
President N. B. Perlman pre- 
sided at the meeting. 


F. P. MAY HARDWARE HAS 
BUILDERS’ SUPPLY DEPT. 


The F. P. May Hardware Co., 
Washington, D. C., wholesale 
hardware distributors, recently 
opened a new department—the 
builders’ supplies department. 
Shober E. Sapp, who has had 
twenty-two years’ experience in 
distributing builders’ supplies, is 
manager of the department. He 


| will be assisted by Stanley H. 


Kilby and George L. Jackson. 


| This department will be strictly 
| 


| 








SHOBER E. SAPP 


wholesale in line with the com- 
pany’s regular policy. 

The company has recently 
been appointed as exclusive dis- 
tributors of the Detroit Jewel 
gas stoves and the Lawco medi- 
cine cabinets. 


GEORGE H. FISHER TO 
REPRESENT “WHITCO” 


George H. Fisher, 416 Broad- 
way, New York City, manufac. 
turers’ representative, has been 
appointed to represent Vincent 
Whitney Co., San _ Francisco, 








GEORGE H. FISHER 


Calif., manufacturers of “Whit- 
co” builders hardware _ lines. 
Mr. Fisher will cover all of the 
metropolitan New York district 
for the Whitney company, all of 
New York state and part of 
Connecticut up to Stamford. 





REORGANIZE BUSINESS OF 
MOE-BRIDGES CO. 


The Moe-Bridges Co., Milwau- 
kee, Wis., manufacturers of elec- 
tric lighting fixtures, was recent- 
ly reorganized as the Moe-Bridges 
Corp. S. Deutsch is president. 
Operations of the Electric Spray- 
it Co., South Bend, Ind., of which 
Mr. Deutsch is also president. 
are being merged with those of 
the Moe-Bridges Corp. in_ the 
Milwaukee factory. 

A new catalog is being pre- 
| pared. 
| 


| 





TO HOLD PACKAGING 
CLINICS IN CHICAGO 


Every important phase of pack- 
aging, packing and shipping will 
be covered by the speakers at the 
four-day Conference and Clinics 
to be held in conjunction with 
the Fifth Packaging Exposition, 
Palmer House, March 5 to 8, in- 
clusive, according to Alvin E. 
Dodd, managing director, Amer- 
ican Management Association, 
sponsors of the Packaging Expo- 
sition. The opening day will be 
Progress Day, while the second 
day will be Marketing Day. The 
third day, Production Day, will 
be devoted to a study of pack- 
aging machinery, etc., and the 
final day will be Materials Day. 

Tuesday evening, March 5, the 
annual banquet will be held with 
W. J. Donald, managing direc- 
tor, National Electrical Manufac- 
turers Association, presiding. 
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WHAT EVERY 
MERCHANT 
SHOULD KNOW 


MAGINE over 5,500,000 families — 
consisting of 22 million people—in a 
gigantic stadium. That’s the tremendous 
audience reached by The American 


Weekly 52 times a year. That’s what 






makes it the world’s largest magazine. 


9,998 
21,999,999 


. And it concentrates its biggest circula- 


tion where the largest buying is done. 





Your customers read The American 





Weekly. They are already sold on the 
products advertised in it. Get your share 
of the tremendous business it creates. 
Let your neighborhood know you sell 
the products they read about—and want 


—every week. 


} 








a 


The American Weekly—what it is 


@ The American Weekly is the largest magazine in the world. It is distributed 
through 17 great Hearst Sunday Newspapers. In 597 of America’s 995 towns and 
cities of 10,000 population and over, The American Weekly concentrates 67% of its 


circulation. 
In each of 134 cities, it reaches one out of every two families 


In 125 more cities, 40 to 50% of the families 
In an additional 165 cities, 30 to 40% 
In another 173 cities, 20 to 30% 


... and, in addition, more than 1,885,000 families in thousands of other commu- 
nities, large and small, regularly buy and read The American Weekly. 


TH EANERIQN 
cima WEEKLY 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 








FEBRUARY 14, 1935 


91 














BRIEF NEWS ITEMS OF INTEREST TO HARDWARE MEN 





ARKANSAS 
The Jones - Barrow Hardware 
Store at Ozan, Ark., was recently 
gutted by fire. 





DELAWARE 


Jackson’s Hardware, Newark, 
Del., will move into its new quar- 
ters in March. The new build- 
ing will have space 44 x 80 ft. 
on the main floor. 





GEORGIA 


Wrens Hardware Co., Wrens, 
Ga., was recently slightly dam- 
aged by fire. 

IDAHO 

Alfred H. and Arthur Bjork- 
lund will open a hardware store 
in the Lieuallen Bldg., Moscow, 
Idaho. The Bjorklunds operated 


a hardware business at Winches- 
ter for 20 years. 


ILLINOIS 


The W. B. Miller & Son Hard- | 


ware, 421 E. Washington St., 
Springfield, Ill., will close out 
after being in business for 77 
years. 

Cox Hardware & Furniture, 
Marion, IIl., is remodeling the 
store next to its present quarters, 


using the present store for hard- | 


ware sales. The adjoining build- 
ing, which will be used for fur- 
niture, was recently badly dam- 
aged by fire. The fire did not 
affect the Cox store. 

IOWA 

Jack Keeling has sold his in- 
terest in the 
Hardware Store, Fredericksburg, 
Iowa, to Stanley Keorth, who is 
now a partner of Edwin Klotz in 
the business. 

The Hiram Stebbins Hardware 
& Paint Co. is opening in the 
Cutler Bldg., Fort Madison, Iowa. 

Dirk Vanderwilt, Knoxville, 
Iowa, has disposed of his interest 
in the firm of Vanderwilt & Yar- 
nell, to his son, Kenneth Vander- 


wilt, who has been employed in | 


Dirk | 


the store for several years. 
Vanderwilt was active in the 
business for 35 years. 

Mills and Myers _ recently 
opened a hardware store in Mc- 
Kay Bldg., Packwood, Iowa. 

H. N. Jerome, Des Moines, re- 
cently purchased the stock of 
Clark Hardware, Hawarden, 
Towa, and has changed the name 
of the business to Jerome Hard- 
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Fredericksburg | 


ware. Mr. Jerome was for years 
a traveling salesman for Majes- 
tic Stove Co. 

The Weiss Hardware Store in 
Shelby, Iowa, was recently dam- 
aged by fire which started in 
the adjoining building. 

Reinemund Hardware Co., Au- 
dubon, has opened a hardware, 
feed and seed store in Exira, 
Iowa, under management of 
Harvey Ickes, who had previ- 
ously been in the Audubon store. 

Russell George, who was a 
partner in the former George 
Hardware Co., Grinnell, Iowa, is 
opening a store on Broad St., 
Grinnell. 

Rowley Hardware, Melcher, 
Iowa, was recently destroyed by 
fire. The building, stock and 
| fixtures were covered by insur- 
| ance. 


| 
| 
| 





Carl Arnold has opened a 
hardware store at Cumberland, 
Towa. 

Carl and Pete Jensen have ac- 
quired the Chambless Hardware 
Store in Dexter, Iowa, and are 
redecorating it. 








KANSAS 

The Cutter Hardware and Im- 
plement business has moved 
from 808-810 Massachuetts St. to 
718 New Hampshire St., Law- 
rence, Kan. 


C. O. Bollinger and son Merle 
are opening a hardware store in 
the Northrup Bldg., 18 N. Wash- 
ington St., Iola, Kan. 


O. R. Strowig has sold his in- 
terest in the Strowig Bros. hard- 
ware store in Abilene, Kan., to 

| other members of the firm. Elmer 
| Strowig will continue to manage 
the store. 


The Ned Heeney Hardware 
| Store, Severance, Kan., was re- 
cently destroyed by fire. 


LOUISIANA 


McGuire’s Hardware and 
Furniture Store, headed by 


Searcy J. McGuire was recently 
opened in Arcadia, La. Asso- 
ciated with Mr. McGuire is his 
brother-in-law Curtis Lyons. 


MICHIGAN 


Olson & Smedberg, Custer, 
Mich., have dissolved partnership 
after 22 years in the hardware 








business in that town. Mr. 
Smedberg and his son Leonard 
will conduct the business. 

Davison Cut Rate Hardware 
Co., operating three stores in 
Detroit, Mich., has been ac- 
quired by Nellie Chad, wife of 
Louis Chad, who founded the 
business. The company was 
owned by Max Reizen prior to 
Mrs. Chad’s acquisition of the 
business. 

Samuel S. Topper recently sold 
his hardware store at 9362 Oak- 





land Ave., Detroit, Mich., to 
Joseph Toporowsky. 
MINNESOTA 


F. F. Faut recently became 
manager of the Johns Hardware 
store in Litchfield, Minn., suc- 
ceeding George Bohrer, who had 
been in charge of it for the past 
five years. 

Craigen Thom has disposed of 
his interest in the Johnson-Thom 
Hardware store in Worthington, 
Minn., to Leslie Apel, for the 
past six years an employee of 
the store. Operated since 1929 
as Johnson-Thom Hardware, the 
business will now be conducted 
as Johnson-Apel Hardware 


The former Davidson Hard- 
ware, 2301 E. Thirty-eighth St., 
Minneapolis, Minn., is now oper- 
ated by Messrs. Hendrickson and 
Gronberg who have changed the 
name to Nile Hardware. 


Rudisuhle’s Hardware, Sand- 
stone, Minn., was recently robbed 
of guns, watches and shells, the 
thieves later being apprehended. 
Most of the loot was recovered. 

Erikson Hardware Co., Fertile, 
Minn., recently opened a branch 
at Beltrami, with Luther G. Erik- 
son as manager. 

John Kolosky’s hardware store 
at Moose Lake, Minn., was re- 
cently robbed of guns, flashlights 
and cutlery. 


The Kenall Hardware Co., Can- 
non Falls, Minn., recently closed 
out its business. Larson Hard- 
ware Co., will occupy the build- 
ing. 

Frank C. Bragg, owner of the 
Bragg Hardware store in Walker, 
Minn., for the past 19 years, has 
retired from business. The busi- 


| ness is now operated by Bailey 


brothers as Walker Hardware. 
Hollis Bailey will manage the 
business. 





MISSISSIPPI 
The Hardware Supply Co., 
State St., McComb, was recently 
opened by N. B. Gillis, under the 
management of R. H. Jones. 





MONTANA 


Lewiston Hardware Co., Lewis- 
ton, Mont., has moved from the 
Woodman Bldg., to the Empire 
Block. John Simonfy is manager 
of the store. 


NEBRASKA 


Wayne Kibby has purchased 
the Story Hardware stock in 
Butte, Neb., and is redecorating 
the building. 


The DeVore Hardware Store, 
Norfolk, Neb., recently moved in- 
to new quarters at 434 Norfolk 
Ave., where larger space is util- 
ized. 

H. H. Tappan and son, Dallas, 
will operate a hardware store in 
Kearney, Neb. 

The new store of the Midwest 
Hardware Co., Chadron, Neb., 
managed by R. R. Dempster, was 
recently opened. 





NEW JERSEY 


McBride & Broomall Hardware 
has moved to S. Laurel St., 
Bridgeton, N. J. 

The hardware store of Philip 
Glassman, 365 Bloomfield Ave., 
Newark, N. J., was recently dam- 
aged by fire. 

NEW YORK 

The John W. Lacey Hardware 
store has moved from 89 Merrick 
Rd., Baldwin, Long Island, N. Y., 
to 72 N. Grand Ave., where a 
larger stock is being carried. 

Rudolph Kraus has leased the 
store in the northwest corner of 
Third Ave. and 83rd St., New 
York City, for a hardware store. 


Fire recently destroyed the 
two-story frame building used as 
an office and storage space by 
the Classon Point Lumber & 
Hardware Co., 261 Sound View 
Ave., The Bronx, New York 
City. 


NORTH DAKOTA 


Arthur Isely, Verona, N. D., 
recently celebrated the removal 
of his store to a new building by 
staging a dance for the com- 
munity in the quarters formerly 
occupied by his store. 
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BETWEEN THE WORLD AND THE WEATHER SINCE 1854 





The first essential to a Successful 


sale is the RIGHT PRODUCT 


It is always easier to sell just the type of shingle your customer wants 
than it is to offer a substitute. It generates better feeling toward 
your business, too. : 

With a complete line of Barrett Shingles and Roll Roofings you can 
satisfy every roofing requirement and taste, whether for a new roof or 
for reroofing. There’s a wide variety in types, colors, and weights, and 
the quality is always ‘‘Barrett’’— finest grade materials made by 
processes developed during 81 years of successful manu- 
facturing experience. 

We will gladly send a representative to give you com- 
plete information about Barrett Asphalt Shingles and 
Roll Roofings. "Phone, wire or write our nearest office. 





THE BARRETT COMPANY, 40 RECTOR STREET, NEW YORK, N. Y. 
2800 So. Sacramento Avenue, Chicago, Illinois Birmingham, Alabama 
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OHIO 


Harpster & Daugherty, Newark, 
Ohio, are moving into new quar- 
ters in E. Park PI. 

F. J. Bowsher has acquired the 
interests in the Heller & Bowsher 
Hardware store in Wapakoneta, 
Ohio, of Gus T. Bowsher. F. J. 
Bowsher has been manager of 
the store since its opening in 
1907. M. R. Heller and Mr. 
Bowsher will continue to operate 
the business under the same firm 
name. 


Von Deylen & Wiemken, 
Napoleon, Ohio, hardware deal- 
ers, are planning to use the sec- 
ond floor of their store for a 
sales room. The third floor of 
the building will be utilized as 
a warehouse. 


J. R. Heichel has purchased 
the interests of A. N. and G. D. 
Myers in the Union Hardware 
& Supply Co., Ashland, Ohio. 
Mr. Heichel has been with the 
store for 32 years, the past 25 
years as manager. 

Francis H. Clark has _pur- 
chased the local implement store 
on W. Washington St., James- 
town, Ohio, which will be known 
as Clark’s Hardware Co. The 
store carries hardware and im- 
plements. 

OREGON 

The Southern Oregon Hard- 
ware Co., Klamath Falls, Ore., 
was recently incorporated. The 
company bought the stock and 
fixtures of the Klamath Hardware 
Co. and of the Baldwin Hard- 
ware Co., both of Klamath Falls. 
The stock of the former compa- 
nies has been consolidated in the 
quarters of the former Baldwin 
company at 412-418 Main St., 
which have been remodeled. The 
Baldwin business was incorpo- 
rated in 1875, the Klamath store 
having been founded a few years 
later. 


PENNSYLVANIA 


Fruit-Ohl Hardware Co., 
Sharon, Pa., has taken additional 
space at 33 Chestnut St. 





SOUTH CAROLINA 


Lincolnton Hardware Co., 110 
South Ave., Maddox, S. C., man- 
aged by H. A. Parks, was re- 
cently opened. 


TEXAS 


Boerne & Boerne will operate 
a hardware and lumber business 
in Sebastian, Tex., with Wayne 
Gigson as manager. 





J. Bob White, former manager | 
of the sporting goods department | 


94. 


of Veihl-Crawford Hardware Co., 
Fort Worth, is now manager of 
the hardware department recent- 
ly opened in the Courthouse Mar- | 


ket in that city. | 


Temple Hardware Co., recently 
opened in the building formerly 
occupied by W. L. Green Hard- 
ware Co., at Second St. and Cen- 
tral Ave., Temple, Tex. J. A. 
Laramey and W. J. Bryant are 
owners of the store. C. G. Neal 
is associated with them. 


Erwin Hardware Co. has been 
opened in La Porte, Tex., by 
Oscar Erwin, formerly with the 
La Porte Hardware Co. in that 
town for many years. 


Temple Hardware Co., 2nd St. 
and Central Ave., Temple, Tex., 
was recently opened by J. A. 
Laramey and W. G. Bryant. C. 
G. Neal is associated with the 
new business. 


VALENTINE SPONSORS 
BOAT OWNERS CONTEST 


Valentine & Co., 386 Fourth 
Ave., New York City, is spon- 
soring a contest for owners of 
boats of all kinds—row boats, 
sail boats, cabin cruisers, etc. 
The contest is open to all boat 
owners in the United States, pro- 
viding they are not affiliated 
with Valentine & Co., its distrib- 
utors or organizations employed 
by the company. Contestants 
must write two letters, one send- 
ing in the entry blank which 
qualifies persons to enter. After 
receipt of the rules, entrants are 
required to write on the subject, 
“Why Valspar marine paints and 
varnishes are best for my boat.” 

Awards will be made to those 
whose letters are chosen by the 
judges, W. H. Taylor, yachting 
editor, New York Herald Tri- 
bune, W. H. Lee and Felix Ris- 
enberg, both master mariners. 
Letters may now be submitted 
and entries will be accepted until 
June 1, 1935. Entries must be 
mailed before midnight of that 
day to be eligible. There are no 
fees in connection with entry 
nor is it necessary to buy any 
merchandise. In the event of 
ties duplicate awards will be 
made. 

The first award will be choice 
of one of nine different types of 
boats. Three second awards are 
winners’ choices of an 18 ft. out- 
board hull, an outboard motor 
or a dinghy. There are ten third 
awards, also subject to winners’ 
selection, including set of signal 
flags, boat and auto radio, etc. 





=-OBITUARY = 


ELBERT L. LAVENDER 


Elbert L. Lavender, 61, vice- 
president, Crouch Hardware c- 
Fort Worth, Tex., died recently 
at his home in that city. He had 
been in ill health for about four 
years and had retired from active 
business two years ago. He 
joined the Crouch company in 
1904, becoming manager in 1915 
and later vice-president. He was 
also president of the Crouch 
Dairy & Creamery Supply Co. 





GEORGE K. HARPER 


George K. Harper, 62, Rich- 
mond, Va., hardware dealer died 
recently. For nearly thirty years 
he had been associated with his 
brother in the operation of the 
C. B. Harper Hardware Co., 508 
E. Marshall St., Richmond. 


WILLIAM R. HARRIAGE 


William Richard Harriage, 61, 
who had been in the hardware 
business in Montesano, Wash., 
since 1922, died recently after an 
illness of nearly a year. He had 
been a partner in the Montesano 
Hardware Co. with his brother- 
in-law, Ben Swisher, and had 
been actively in charge of the 
store until his illness. 





THOMAS H. ROBERTS 


Thomas H. Roberts, 78, Rah- 
way, N. J., who operated a hard- 
ware business in that town from 
1897 to 1925 died Jan. 25 at his 
home in Rahway. Since 1925 his 
son, Frank C. Roberts, operated 
the business. Mr. Roberts was 
one of the organizers of the Rah- 
way National Bank, of which he 
was a director at the time of his 
death. Until 1931, when ill 
health forced his retirement he 
was president of the bank. He 
had been a member of the City 
Council and of the local Board 
of Education. 


HERBERT E. RIVARD 
Herbert E. Rivard, 66, who 
operated a hardware store at 
Warren, Mich., for twenty years, 
died January 16. 








BENJAMIN E. McCARTHY 


Benjamin E. McCarthy, 58, 
Nashville, Tenn., died Jan. 23 
after a brief illness. Mr. Mc- 
Carthy was for many years in 
the stove business, having first 
worked for Phillips-Buttorff & 
Co. For a time he was general 
sales manager for Holbrook, Mer- 
rill & Stetson, San Francisco, 
Calif., stove manufacturers. In 
1915 he became president of 





Phillips-Buttorff, which office he 
resigned in 1927 to enter other 
fields. He had been active in 
political affairs. Mr. McCarthy 
served as president of the South- 
ern Association of Stove Manu- 
facturers, vice-president of the 
National Association of Stove 
Manufacturers and as a director 
of the Tennessee Manufacturers 
Association. During the war he 
was representative of the South- 
ern stove industry on the war 
service committee, working in 
cooperation with the War Indus- 
tries Board. 


WALTER A. SIMPSON 


Walter A. Simpson, 55, Cam- 
den, N. J., hardware dealer, died 
Jan. 22 following an illness of 
several months. He was active 
in fraternal affairs, was the city’s 
first transportation inspector and 
former freeholder. 





J. A. GRAY 


J. A. Gray, 52, president, High 
Point Hardware Co., High Point, 
N. C., and active in the hard- 
ware business for more than 
twenty-five years, died Jan. 31 
following a heart attack. He is 
survived by Mrs. Gray and four 
sons. 


LOUIS G. BEERS 


Louis G. Beers, 72, formerly 
sales manager of the New Jersey 
Wire Cloth Co., prior to its merg- 
ing with the John A. Roebling’s 
Sons Co., Trenton, N. J., died 
suddenly at his home from a 
heart attack on Jan. 31. He was 
for twenty-eight years with the 
above company until his retire- 
ment in 1928. His connection 
with the woven wire fabrics in- 
dustry was lifelong and he was 
well known in the industry. 





JOHN J. VERSFELT 


John J. Versfelt, 75, Upper 
Montclair, N. J., formerly con- 
nected with Sargent & Co., in 
its New York office, died re- 
cently after an illness of a 
month. 


REYNOLDS MacBETH 


Reynolds MacBeth, 44, pro- 
prietor of two hardware stores 
in Indianapolis, Ind., and secre- 
tary of the Indianapolis Hard- 
ware Club, was fatally shot re- 
cently at one of his stores. Mr. 
MacBeth had been checking his 
cash register when an intruder 
attempted a hold-up. Mrs. Mac- 
Beth, who was at the other store 
when the hold-up occurred, sur- 
vives. 
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BU the hose that’s 
: easiest to 








5 iene profits you make nextsum- Pathfinder and Glide — at lower 
mer depend upon what hose prices. 


b ! 
yor hay ee Remember, all Goodyear Hose is 


Goodyear Lawn and Garden Hose built with cotton cord carcassk 
is the easiest to sell because it is that insures longer life — more 
backed by the reputation of “the economical service. 

greatest name in rubber.” Millions 
know the Goodyear name stands 
for highest quality in rubber. 


That’s why Goodyear dealers are 
selling more hose every year — 
why you will make more money 
It is easiest to sell because it is selling Goodyear Hose. Order 
nationally advertised — to create _ your stock now. . 

new business for you. 





Goodyear also manufactures a| *LOOK FOR 
complete and world-famous line a 
of Transmission Belting, Farm Belt- ei 


It is easiest to sell because there’s 
a grade for every purse: Goodyear 





made; the new Goodyear Super- Steam Hose, Asbestos and Red 
twist Cord, a strong lightweight Sheet Packing, Force Cups, etc. 


Write for price list to Goodyear, iodides 


hose easy for women and children 
Akron, O., or Los Angeles, Cal. | home fire protection 


to handle; Goodyear Wingfoot, 














THE GREATEST NAME 
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MADE BY THE MAKERS OF GOODYEAR TIRES 
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PITTSBURGH DEALERS 
DISCUSS PROBLEMS 


The Jan. 25 meeting of the 
Pittsburgh Retail Hardware 
Dealers Association held at the 
Fort Pitt Hotel, Pittsburgh, Pa., 
was attended by fifty-two mem- 
bers and guests. The PASHA 
convention, retail code require- 
ments and market conditions 
were the chief topics of the in- 
formal discussions which formed 
the main part of the meeting. 

President Frank A. Hegner 
conducted the meeting. 


N. Y. ELECTRICAL ASSN. 
HOLDS DEALER MEETING 


The Electrical Association of 
New York held an electrical 
housewares-table appliances 
meeting the evening of Feb. 5 
at its headquarters in Grand 
Central Palace, New York City. 
C. E. Greenwood, commercial 
director, Edison Electric Insti- 
tute, described the expanded 
program to promote small ap- 
pliances being sponsored by 
utilities and manufacturers. 
Howard Williams, vice presi- 
dent, Business Training Corp., 
New York and Chicago, spoke 
on “Training Sales People for 
Selling Electrical Housewares.” 


Earle Poorman, district sales | 
manager, General Electric Co., | 
and chairman of the Home Di- | 


vision of the Industry Program 


Committee of the Electrical As- | 


sociation presided at the meet- 
ing which included a skit by the 
Women’s Division of the asso- 
ciation. 


PITTSBURGH STEEL CO. 
TRANSFERS EXECUTIVES 


The Pittsburgh Steel Co., 
Pittsburgh, Pa., has made sev- 
eral changes affecting some of 
its district sales offices. M. E. 
Johnson, formerly district sales 
manager of the company’s New 
York office, has been appointed 
manager of export sales with 
headquarters in New York City. 
He has been with the company 
since 1902; in the Pittsburgh 
office in sales executive capaci- 
ties until 1915. 


export with headquarters in New 


York and since 1924 has been | 


district sales manager there. 
David F. Mann, former dis- 
trict sales manager of the Chi- 
cago office, has been made dis- 
trict sales manager of the New 
York office. From 1913 to 1917 
he was a traveling salesman. In 
1917 he was made sales agent 
in Pittsburgh and since 1923 has 
managed the Chicago office. Ed- 
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| Britton, 


From 1915 to | 
1924 he was assistant general | 
manager of sales in charge of | 


win V. Reckley has been ap- 
pointed district sales manager of | 
the Chicago office of the Pitts- | 
burgh Steel Co., succeeding Mr. | 
Mann. He joined the company’s 
advertising department in 1912 
and from 1918 to 1928 acted in | 
different sales department ca- | 
pacities. From 1928 to 1931 he 
was assistant manager of the | 
Chicago office and from 1931 to | 
his appointment he was | 
sales agent in the Pittsburgh | 
office. 


new 


SWINT, REINECK CO. 
DINES ITS EMPLOYEES 


Employees and officers of the 
Swint-Reineck Hardware Co., 
Fremont, Ohio, recently attended 
a dinner at the Old Elm Inn in 
that town, at which sales plans 
and quotas for gas ranges, wash- 
ing machines, radios, vacuum 
cleaners and other lines were 
outlined. J. L. Reineck, presi- 
dent of the company, has been 
affliated with the organization 
for fifty-seven years. R. G. Lu- 


| cas, treasurer and manager has 


DUPONT SALESMEN AT 
DISTRICT MEETINGS 


Regional meetings of salesmen 
and district managers of the 
paint and varnish division of 
E. I. du Pont de Nemours & Co., 
Wilmington, Del., at which | 
Spring sales were discussed,, | 
were recently held in the six 
districts covering every section of 
the country. At these meetings 
advertising material for the deal- 
er including booklets on color 
harmony were shown. The six 
districts and the headquarters 
are: New England, Boston; 
Eastern, Philadelphia; Southern, 
Atlanta, Ga.; Western, Chicago; 


| Southwestern, Dallas, and West 


Coast, San Francisco. 


STENAKER AGAIN HEADS 
ALLIED HARDWARE 
STORES 


W. H. Stenaker, Community 
Hardware, Akron, Ohio, was re- | 
elected president of the Allied 
Hardware Stores, Inc., at a re- 
cent meeting. P. R. Schlichte, 


Five Points Hardware, was re- 


elected vice-president, and G. V. 
The Kenmore Supply 
re-elected secretary- 


Co., was 


treasurer of the organization. 





Here are H. F. Barnes, sales executive, General Electric Co., 
Nela Park, Cleveland, Ohio, executive, and Walter Daily, for- 
mer G.E. sales executive, at the controls of the loud speaker 
| which received the recent New York to Cleveland direct wire 
address in which Owen D. Young, chairman of the board of 
| directors of General Electric Co., congratulated Nela Park 


been with the company thirty- 
eight years. 


ROCK ISLAND STOVE 
ELECTS OFFICERS 


Reporting a 30 per cent in- 
crease in business in 1934, A. D. 
Sperry, president and treasurer, 
Rock Island Stove Co., Rock 
Island, Ill., told stockholders that 
the outlook for 1935 was very 
good. Leon W. Mitchell was 
elected secretary and retains the 
office of vice president. 


SPONSORS APPROVED 
MATERIALS CAMPAIGN 


Five hundred and twenty Kan- 
sas City, Mo., retail stores, in- 
cluding 
retail electrical appliances, cords 
and portable lamps, have been 
asked by City Electrician L. J. 
McCormick to cooperate in 
selling cords and devices with 
cords which have at 5 foot in- 
tervals the tabs indicating Un- 
derwriters’ approval. The Elec- 
tric & Radio Association of Kan- 
sas City, assisted by Mr. McCor- 
mick, have issued a booklet on 
the subject. Return postals were 
included with the booklet so 
merchants could express their 
willingness to co-operate and 
their desire for further informa- 
tion or assistance. 


officials attending a party on the occasion of the first anni- 
versary of the General Electric Institute. 





hardware dealers who | 


|COMPANIES CONSOLIDATE 








ABRASIVE PRODUCTS 
OPENS SALES OFFICES 


Abrasive Products, Inc., S. 
Braintree, Mass., has opened a 
sales office at 302 N. Sheldon 
St., Chicago, IIl., in charge of 
John J. Spehn, who has had 
long experience in the sand- 
paper business. A sales office 
has been opened in the Furni- 
ture Exhibition Bldg. High 
Point, N. C. The High Point 
office is in charge of William W. 
Cator, who is well known in 
that territory. In New York 
City the company now has a 
sales office at 98 Park Place 
managed by Arthur T. Hilwig. 

A full stock of the company’s 
products will be carried at each 
of the three offices. 





TROJAN HARDWARE CO. 
ELECTS OFFICERS 


H. S. Carleton was elected 
president of the Trojan Hard- 
ware Co., Inc., Troy, N. Y., at 
the recent annual meeting. T. L. 
Wheeler was named vice presi- 
dent, William F. Sheehan, treas- 
urer, and A. W. Mace, secretary. 

The officers and J. B. Carleton 
were elected directors. 





RCA VICTOR, RADIOTRON 


RCA Victor Co. and RCA Ra- 
diotron Co., two subsidiaries of 
the Radio Corp. of America, were 
consolidated recently into a sin- 
gle organization, RCA Mfg. Co.. 
Inc. The consolidation is one 
for convenience of operation. The 
Camden and Harrison, N. J., 
plants will continue to operate as 
at present. RCA Mfg. Co. will 
have two divisions, RCA Victor 
Division and RCA _ Radiotron 
Division. 

SAVANNAH WHOLESALER 

NOW ON BANK’S BOARD 


W. A. Semmes, president, 
Semmes Hardware Co.,. Savan- 
nah, Ga., wholesale hardware dis- 
tributors, has been elected to the 
board of directors of the Liberty 
National Bank & Trust Co. of 
Savannah. 


N. Y. DEALERS PROTEST 
LOCKSMITH LICENSE 


Members of the Manhattan & 
Bronx Hardware & Supply Deal- 
ers Association, meeting Jan. 22 
at the New York Turn Hall, 85th 
St. and Lexington Ave., New 
York City, passed a resolution 
condemning the present Lock- 
smiths’ License ordinance. Pres- 
ident Jean W. Blair presided at 
the meeting. The nomination 
and election of officers were post- 
poned until the March meeting. 


HARDWARE ACE 
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|For Counter-Profits 


OSBORN Wire Scratch Brushes 
offer an attractive and continuous 
opportunity for profit. Display them 
prominently on your counter... . 
they sell themselves and bring 


repeat business. 





THE OSBORN MANUFACTURING COMPANY 
5401 HAMILTON AVENUE, CLEVELAND, OHIO 


Sales Branches: 
New York—Detroit—Chicago—San Francisco 
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No. 1777, one of 
a complete line 
of wire scratch 
brushes covering 
every type called 
for by the hard- 


ware trade. 









































PLUNDEKE REPRESENTS 
DARRAGH, SMAIL & CO. 
Floor covering lines formerly 


marketed through Balfour, Guth- 
rie & Co., Ltd., importers and 


articulate. 


mill representatives, are now be- | 


ing handled by Walter C. Plun- 
deke. Mr. Plundeke, who for 
the last 12 years was sales man- 
ager of the Rug Division of the 
import house, will distribute 
lines of Darragh, Smail & Co.. 
Ltd., and the American Mat & 
Matting Co. Sales offices will be 
opened on the 15th floor of the 
Textile Bldg., 295 Fifth Ave., 
New York City. 


WESTINGHOUSE CARRIES 
REFRIGERATOR PLANS 
TO SEVENTY-FIVE CITIES 


Complete advertising, promo- 
tion and product plans for 1935 
will be explained to Westing- 


enty-five cities by four crews of 
refrigeration executives and spe- 
cialists from the Westinghouse 
refrigerator 
Mansfield, Ohio. 


headquarters in | as 
acquarter 10 | of the association. 
Each crew will | 


| samples _ of 


The President, Mr. 
Verity said, has now become anx- 
ious to know the attitude of busi- 


ness men, and since then there | 


has been closer contact between 
the administration and its busi- 
ness men. He stated that he be- 
lieves that we are on our way 
back and have been since No- 
vember, 1934. His formal ad- 
dress included an outline of the 
industrial develop- 


ment he had witnessed in his | 


lifetime. Mr. Verity said that 
there is “nothing in our civiliza- 
tion to take the place of com- 
merce and industry” and pointed 
out that after other periods of 
business activity in the past the 
nation has returned to renewed 
progress. 

Although the meeting was held 


| the day after the worst storm | 
Boston has experienced in 14 | 
| years there were 150 representa- 


: : | tives of the hardware and metal 
house refrigerator dealers in sev- | 


carry approximately two tons of | 


stage scenery and equipment to 
present the company’s 1935 
streamline refrigerator. 


Some seventy-five cities are on | 
| its name to Appleton-Atlas Car 


the itinerary of the four crews. 
Each crew comprises a leader, 
two assistants and a stage man- 
ager. Crew leaders are: P. Y. 
Danley, manager refrigeration de- 
partment; R. C. Cosgrove, man- 
ager household refrigeration 
sales; V. E. Vining, department 
store supervisor, and C. H. Mo- 
ran, household refrigeration sales. 


NEW ENGLAND JOBBERS 
HOLD ANNUAL DINNER 


The forty-second annual din- 
ner of the New England Iron & 
Hardware Association, comprised 
of hardware jobbers and the 
steel and metal interests of New 
England, was held at the Hotel 
Somerset, Boston, Mass., Jan. 
24, with J. Franklin Miller, Bige- 
low & Dowse Co., Boston, Mass., 


industries present. Chapin E. 
Harris was chairman of the com- 
mittee on arrangements. Charles 
W. Henderson, Jr., is secretary 


CAR MOVER FIRM MOVES 
AND CHANGES ITS NAME 


The Appleton Car Mover Co., 
Appleton, Wis., recently changed 


Mover Corp., moving to 2947 N. 
30th St., Milwaukee, Wis. Allen 
J. Hoffmann is president and F. 
V. Jelinske is manager of the 
company. 

DWELLE-KAISER HOLDS 
ANNUAL SALES MEETING 


The Dwelle-Kaiser Co., Buffa- 
lo, N. Y., wholesale distributors 
of paint and glass celebrated its 


| twenty-fifth anniversary with a 





wholesale hardware distributors, | 


president of the organization pre- 
siding. Fletcher Tafft, editor, 
Minute Man, Lexington, Mass., 


was toastmaster of the evening. | 


Rev. Frank I. Noyes, Mano- 
met, Mass., showed the value of 
faith and that changes mean 
progress. Thomas Buckley, State 
Auditor, gave greetings from the 
Commonwealth. 

George M. Verity, chairman of 
the board, American Rolling 
Mills Co., Middletown, Ohio, dis- 
cussed “The Business Life of the 
Nation.” Prior to his formal ad- 
dress he told the association that 
we will not have prosperity until 
money goes to work, and stated 
that business has now become 
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| sales convention held Jan. 25 and 


26. The convention was in charge 
of C. A. Lownie, secretary-treas- 
urer of the company, assisted by 
R. L. Hendler, newly appointed 
general sales manager of the 
company. Messrs. Hendler and 
Lownie addressed the convention 


which concluded with a banquet 
at the Hotel Statler the evening 
of Jan. 26. The entire sales or- 
ganization and executive staff of 


| the company attended the con- 


vention. 


BRONX DEALERS HOLD | 


| Friday evening. The course cov- 


ANNUAL BALL FEB. 17 


The first annual ball of the 
newly formed Bronx Retail Hard- 
ware and Housefurnishing Board 
of Trade, Inc., will be held at the 
Bronx Winter Garden, Washing- 
ton and Tremont Aves., Bronx, 


| N. Y., on Sunday, Feb. 17, at 


7:30 P. M. Admission will be 
by subscription, with tickets at 
50c each. Those in charge of 


| arrangements report that indica- 
| tions point to a probable attend- 





ance of 1500 persons. 

Meyer M. Reimer, 1008 West- 
chester Ave., Bronx, N. Y., is 
secretary. 

Full details concerning the or- 
ganization and its purposes were 
published in the Jan. 31 issue of 
Harpware AcE. 


J. C. BONNING DIRECTS 
POTTER MERCHANDISING 


John C. Bonning, former vice- 
president of a Buffalo, N. Y., ad- 
vertising agency, has been ap- 
pointed merchandising director 
of Potter Refrigerator Corp., 
Buffalo. 


| DUTTON SALESMEN HOLD 


ANNUAL CONFERENCE 


The W. M. Dutton & Sons Co., 
Hastings, Neb., wholesale hard- 
ware distributors, held its an- 
nual salesmen’s meeting during 
the last week in December. There 
were about twenty-five traveling 
salesmen from Kansas, Colorado, 
Nebraska, S. Dakota, Wyoming 
apd Iowa. The meeting opened 
on December 26 with a banquet 
at which H. A. Lainson, presi- 
dent of the company, outlined 
plans for 1935. The company is 
entering its 49th year of business. 








Here is The Coleman Lamp & Stove Co., Wichita, Kan., Demon- 
stration Display Trailer No. 4, one of five such units now being 
used by the company to help dealers merchandise Coleman elec- 


trical and gasoline pressure appliances. 


Coleman electric toast 


ovens, waffle irons, coffee makers and smoothing irons are shown 

in front. The rear part is used for gasoline pressure appliances 

—Iamps, lanterns, self-heating irons, radiant heaters, camp stoves, 
kitchen stoves and ranges, water heaters and burners. 





FRIGIDAIRE HAS NEWARK 


AIR CONDITIONING 
SCHOOL 


Frigidaire Corp., Dayton, Ohio. 
recently opened an air-condition- 
ing school at 554 Broad St., New- 
ark, N. J., with sessions each 


heating, cooling, filtering. 
etc., and a study of the poten- 
tial market for it. Admission to 
the course is free to oil burner 
and refrigerator dealers and 
their employees as well as to 
architects, engineers and con- 
tractors. 


ers 


DALLAS D. WINSLOW 
MAKES 3 REFRIGERATORS 


As announced in the Dec. 20 
issue of Harpware AGE Dallas 
D. Winslow, Inc., of which 
Dallas D. Winslow is_ presi- 
dent, general manager and treas- 
urer, is now manufacturing May- 
flower, Copeland and Zerozone 
electric refrigerators at 1331 Hol- 
den Ave., Detroit, Mich. Each 
line is being marketed through 
its own sales organization. H. S. 
Englerth is manager of the May- 
flower division and H. O. Selt 
sam of the Copeland and Zero- 
zone divisions. 

The Mayflower refrigerator 
was formerly built by the Tru- 
per Co. at Dayton, Ohio, the 
Zerozone by the Zerozone Co., at 
Chicago, and the Copeland by 
the Copeland Refrigeration Corp. 
at Mount Clemens, Mich. 





N. Y. PAINT ASSN. 
HEARS MARKET TALK 


Expressing the opinion that 
the residential building field was 
due for a ten billion dollar mar- 
ket when full recovery is accom- 
plished, O. Fred Rost, market 
editor, Business Week, addressed 
the Jan. 24 meeting of the 
New York Paint, Varnish & Lac- 
quer Association, at the Hotel 
New Yorker, New York City. 
Mr. Rost cited various instances 
of recovery in different fields, 
pointing out that farm incomes 
for 1934 had been more than 
25 per cent above that for the 
previous year. He stated that 
since last September there had 
been a definite increase in the 
degree of cooperation between 
government and industry. James 
S. Wolf, president of the associ- 
ation, presided at the meeting 
which was attended by one hun- 
dred members and guests. 

Frank Caffrey, Pittsburgh 
Plate Glass Co., was appointed 
chairman of the industrial sales 
committee and A. R. De Vos, 
Breining Bros., was named 
chairman of the trade sales com- 
mittee. Announcement was made 
that the usual ladies’ night pro- 


| gram would be omitted this year. 
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More peop 
BR 


A dollar’s worth of bronze screening has more 
value than a dollar’s worth of the rusting kind 
—a fact which more and more people are 
learning every year. They are finding out that: 







ENING 
very Year! 


BRONZE SCREENS can’t rust 
BRONZE SCREENS do not need patching 
BRONZE SCREENS last many years longer 


BRONZE SCREENS save the homeowner far more than 
the extra 40¢ per average window he pays you for them 


So, this spring, be sure to carry an adequate 
stock of bronze screen cloth. And remember 
that most of your customers who buy it will 
expect it to stand up year after year. To assure 
maximum service in screens subject to rough 
handling, the wire should be of the standard 
gauge established by the U. S. Government, 
A. S. T. M., and Wire Screen Cloth Manufac- 
turers’ Institute. It measures .0113’’ in diameter, 


A EOnDA 


from mine to consumer 
, 7 


and makes up into 16-mesh cloth weighing 
not less than 15 lbs. per 100 sq. ft. 
Anaconda Bronze Wire for screens will be 
advertised again this spring in The Saturday 
Evening Post, Better Homes and Gardens and 
American Home. We suggest you Order screening 
of Anaconda Bronze from your wholesaler now. 
We do not make screen cloth, but furnish Bronze 
wire to leading screen cloth manufacturers. 


THE AMERICAN BRASS COMPANY 
General Offices: Waterbury, Connecticut 
Offices and Agencies in Principal Cities 


CODE 


creens of ANACONDA BRONZE 
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A. J. Bihler Is Awarded 
Gold Medal and Scroll 


For 1935 by Philadelphia Group 


DOLPH J. BIHLER, president 
A and treasurer of the whole- 
sale house of James C. Lind- 
say Hardware Co., Pittsburgh, was 
signally honored at the 47th annual 
banquet of the Hardware Merchants’ 
and Manufacturers’ Association of 
Philadelphia, held in that city Thurs- 
day, Jan. 31. He was presented that 
evening with the gold medal and 
scroll, or Award of Merit, annually 
bestowed upon an outstanding indi- 
vidual connected with the hardware 
industry who by his life and activities 
has reflected credit upon the indus- 
try. The jury of award consisted of 
S. Horace Disston of Henry Disston 
& Sons, Paul A. Griffith of the Grif- 
fith Tool Works, and E. E. Chandlee 
of Edw. K. Tryon Co. 

This happy custom was inaugu- 
rated several years ago, and previous 
recipients of the honor have included 
Messrs. Saunders Norvell, R. H. Tre- 
man of Treman, King & Co., Colonel 
F. H. Payne, now president of the 
Greenfield Tap & Die Co. and for- 
merly assistant Secretary of War in 
the Hoover Cabinet, and John C. 
Whipple, president of Hibbard, 
Spencer, Bartlett & Co. 

The presentation speech was made 
by Mr. Disston, who stressed the 
good will and friendship which pre- 
vailed in the hardware industry be- 
tween manufacturers, wholesalers and 
retailers, and of the difficulty experi- 
enced by the committee in making its 
annual selection in the midst of such 
an abundance of splendid men whose 
cooperation and achievements have 
given the industry its character and 
success. He briefly glimpsed Mr. 
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THE MEDAL AWARDED 
MR. BIHLER 


Bihler’s 52 years in the hardware 
business, when he entered the whole- 
sale house of Lindsay, Sterrit & Co., 
later known as the James C. Lindsay 
Hardware Co., in May, 1883. This is 
the only firm with which Mr. Bihler 
has been associated in his business 
career. In 1912 he acquired control 
of the business and is now its presi- 
dent and treasurer. Mr. Bihler was 
present at the first convention of the 
National Wholesale Hardware Asso- 
ciation, in 1894, and has been in at- 
tendance at every one of the 40 con- 
ventions of that organization, a 
record which few men in the industry 
can equal. In 1912 he was elected 
second vice-president of the organiza- 
tion and in 1914 president, serving 
until 1916. For the past 19 years 
Mr. Bihler has been a member of 
the advisory board of the association. 
Tribute was paid to the esteem in 


whicb Mr. Bibler is held by all ranks 








A. J. BIHLER 


and branches of the industry, to his 
wide acquaintance, his persistent ad- 
vocacy of a high standard of business 
ethics. 

Appropriately and modestly, in ac- 
cepting the gold medal and scroll, 
Mr. Bihler disclaimed all the virtues 
attributed to him. He said he was 
just an ordinary man with the weak- 
nesses of most men, trying to make 
an honest living, to maintain a happy 
and prosperous business organization 
in Pittsburgh, to live and let live in 
his relations with associates, factories, 
retailers and his own wholesale com- 
petitors. He reviewed the vast 
changes that had completely revolu- 
tionized all business, and particu- 
larly the hardware business, in the 52 
years of his connection with it. His 
description of the traveling salesmen 
of the old days, always attired in silk 
hat and frock coat, with a superiority 
complex regarding their own impor- 
tance, but frequently little knowledge 
of merchandise, provoked laughter. 
Mr. Bihler expressed deep apprecia- 
tion for the honor conferred upon 
him and his pride of association with 
the splendid men who had previously 
been selected for the award. 

Each guest present at the banquet 
found at his chair a rubbish burner 
filled with a wide assortment of hard- 
ware, and in addition there was the 
customary distribution of many 
special gifts. George Eckhardt func- 
tioned in his usual facetious and ac- 
complished manner in the distribu- 
tion of these prizes, while details of 
the banquet were handled by a com- 
mittee headed by Brewster Jackson. 
Harry D. Moore presided. 
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1935 /Qunises 
increds | fence sales 


_. .. HERES WHY 


“== In spite of drouth and other unfavorable 
"E= conditions of the past year statistics indi- 
cate that farmers enjoyed substantially im- 
proved returns and that they are definitely 
in a better position to make the improve- 
ments necessary for more comfortable living l 
_ and more efficient farming. ¢ The pressing 

- need for fence has been accumulating for 

years. Modified farming activities as neces- | 
sitated under present day conditions further 
’ increase fencing needs. Loans for fence 
improvements are available from financial 
institutions cooperating with the Federal | 
Housing Administration. « There is every 
reason to believe that larger fence sales 
are at hand for the aggressive dealer. We 
recommend laying in a stock of the pop- 
ular sizes and styles of Pittsburgh Fences. 














= 


PITTSBURGH STEEL Co. - ITs > aie ae 
Union Trust Bldg. Pittsburgh, Penna. Pj S b ur¢g h 





PHILADELPHIA DALLAS SAN FRANCISCO 
ATLANTA MEMPHIS SYRACUSE 


~ Fence 
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Preparation, Protection and Self- 
Preservation Theme at Texas 





H. A. TURNER 


New President 


DAN SCOATES 
Secretary 





PAUL SHERROD 


Retiring President 


24th. when the 37th Annual Convention of the Texas Hardware and 


QO LD man winter decided to invade Texas on January 22nd, 23rd, and 


Implement Association was meeting on those dates at Galveston, for 


the first time in that city. The pro- 
gram theme was “Preparation, Protec- 
tion and Self-Preservation.” 

The first session started with a 
breakfast when all those in attendance 
were guests of the Texas Hardware 
Mutual Fire Insurance Company. In- 
cidentally this company made an ex- 
cellent report of their activities for 
the past year, as well as their financial 
condition at the present time. The 
policy holders elected the same Board 
of Directors to serve another year. 

The Federal Housing Act—its ap- 
plication and use—was discussed by 
Horace Walling, secretary of the Hous- 
ton Building and Loan Association. 

Ralph Carney came next with his 
talk on Salesmanship, for which he is 
well known on the hardware platform, 
and he gets his message across. He 
brings a message of selling merchan- 
dise with a sales talk that cannot be 
gotten back of. 

Tuesday afternoon was given over to 
implements and agriculture. E. R. 
Alexander, a professor from A. and M. 
College of Texas, discussed the “In- 
dustriai Plow Up.” Professor Alex- 
ander brought to the platform charts 
with facts and figures to show that in- 
dustry saw fit to plow up their extra 
crops by not planting them—if this 
was good for industry, why not for 
agriculture? 

Dave Darrah, the Executive Man- 
ager of the Western Division of the 
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Central Code Authority for the Retail 
Farm Equipment Code, spoke on “The 
Code and Its Problem.” Mr. Darrah 
felt that much had been accomplished 
by the Code. He cited the many prob- 
lems as well as trials and tribulations 
of building a Code and keeping it in 
operation. 

National Implement Secretary H. J. 
Hodge of Abilene, Kansas, was a visitor 
at this convention. 

Paul Sherrod, President of the As- 
sociation, in his address reviewed the 
past year’s work of the Association, 
calling attention to the many pieces of 
outstanding work that had been ac- 
complished. He also took occasion to 
tell of the work that had been done 
by the Association during the past year 
on price competition. This work had 
been carried on with the cooperation 
of the National Retail Hardware As- 
sociation. Much work had been done 
and no little accomplished. However, 
Mr. Sherrod stressed the necessity of 
aggressive work and cooperation of the 
jobber and retailer. 

Fayette R. Piumb of Philadelphia, 
talked on the “Obligation of the 
Manufacturer to the Wholesaler and 
Retailer.” His talk was built around 
four questions: (1) Why don’t manu- 
facturers who sell to the legitimate 
hardware trade give them prices to 
meet the prices quoted by the catalog 
houses? (2) What difference do cata- 


log houses make between the prices in 
their catalogs and the prices in the 
stores? (3) Should a jobber and a 
dealer make every effort to match 
items at equal prices sold by chain 
stores and in the stores of catalog 
houses? (4) What does Plumb do 
to help the hardware jobbers and re- 
tailers beat chain store and catalog 
house competition? He had made a 
study of the mail order catalogs—had 
purchased goods from the mail order 
stores and had them on exhibit. 

“Teamwork Between the Wholesaler 
and Retailer” was the theme of a talk 
by Charles E. Nash of Fort Worth. 
He is President of the Texas Whole- 
sale Hardware Association. His As- 
sociation and the Retailers’ Association 
have been working together for years. 
During the past six months they had 
been hard at work on the price situa- 
tion. Much had been done. Lots of 
things started that show promise of 
good later on. Mr. Nash reviewed the 
work, took up specific problems that 
were put to him by the retailers. Poul- 
try netting came in for its share of 
discussion. 

Rivers Peterson of the N.R.H.A. 
and N.R.C.A. talked on “The As- 
sociation in Action.” He told of the 
work of the N.R.H.A. with the Code 
and the Price Competition problem. 

The last session was given over to 
the question of clerks. The first 
speaker was Opal R. Edge on “What I 
Found Shopping in Texas Hardware 
Stores.” Mrs. Edge had shopped forty 
stores of members of the Texas Hard- 
ware and Implement Association. They 
had been given instructions to make 
a small purchase and then spend up to 
a dollar in any store if the clerk sug- 
gested the other items. She had a 
possibility of spending forty dollars. 
In fact she spent $7.50, so introducing 
her to the Convention, President Sher- 
rod counted out $32.50 and told the 
dealers that is money that they might 
of had if their clerks had been alert. 
Mrs. Edge told them she had a big 
time working for them, spending their 
money in their own stores. She told 
them about their good and bad clerks, 
their clean and dirty stores, their 
honest and not-so-honest clerks, and 
many other things about hardware 
stores as the woman sees them. 

(Continued on page 117) 
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NATIONAL ADVERTISING TO OVER 24,000,000 READERS 
OF THESE IMPORTANT MAGAZINES WILL BRING DOZENS 
OF SALES TO YOU. 





THIS VALUABLE 36 PAGE BOOK 
TEACHES PRACTICAL PRUNING... 
SELLS PRUNERS. ASK US HOW YOU 
CAN OBTAIN A SUPPLY. 


Pruning enthusiasts thruout the 
nation acclaim “Secrets of Suc- 
cess in Pruning.’’ In its 36 pages 
is a wealth of information, de- 
scribing to home owners how to 
make their shrubs, trees and 
vines more productive of fruit and 
blooms. 

















NOTE THIS SALES PULLING 
...». HEDGE SHEAR DISPLAY 





Seymour Smith’s famous Lightning Clipper and Ezy-Cut Hedge 
Shears are most effectively sold by this beautiful black, orange 
and silver display arrangement. 


THERE’S PROFIT IN “CLEAN CLIPPER” 
GRASS SHEARS 






We believe these to be the most efficient, most at- 
tractive grass shears value on the market. Pack- 
aged in this beautiful display box, handles are of 
unbreakable malleable iron with special glass hard 
cutlery steel blades. 





Sey Smith factures a plete quality line of nationally advertised 
pruning shears, rose shears, hedge shears, pruning saws, grass shears, tree 
trimmers, lopping shears, linemen’s pruners, pole pruning saws, bull nose rings, 
cattle leaders and other hardware specialties in a complete range of prices. 














Sell SeymoveSmitH PRUNERS this SEASON 
SEYMOUR SMITH & SON, Inc., Oakville, Conn. 





This patented shear is known as 


— INCREASE BUSINESS for = 


Seymour Smit 


DEALERS 


Seymour Smith offers extensive dealer cooperation in 
selling their complete line of pruners for every purse 
and purpose. Note these displays and packages. They 
are but a few of the many sales aids which will help to 
bring you greater pruner profits. Supporting this valu- 
able “point of sale” merchandising is a big, national 
advertising campaign in leading magazines. Is your 
stock sufficient for the demand? Now is the time to 
check up on this valuable part of your business. 


Seymour Smith offers a nationally known line of guar- 
anteed pruning tools at prices appealing to all classes 
of buyers. No matter what you need, if it has to do 
with pruning, Seymour Smith makes it, guarantees it, 
and helps you to sell it. 


Feature these efficient, guaranteed 
nationally advertised tools ....... 


Seymoue Smit “ CLIPPER" PRUNER 






Og — 





An amazing value at $1.00 retail. This new item, 
approved by gardeners everywhere, meets the 
demand for an economical, unbreakable, light 
weight shear. All steel, no castings. Blade and 
hook hardened and tempered. Comfortable non- 
pinching grip. Handles attractively blued »with 
finely polished cutting parts. Note the colorful 
package. 


Seyvmove Smith “SNAP CUT" PRUNER 


Beautifully pack- 
aged in individ- 


oN , 
OP a 3 Wie ~~ ual boxes, 6 in 
ate OC / an attractive dis- 
“S- eee i) play carton. 









the easiest cutting and most 
popular pruner on the market. 
The thin, keen blade cuts on to 
a soft metal anvil with a power- 
ful drawing, cutting action that 
easily severs 34” wood and even 
twine. Rustproof chrome finish, 
strong, unbreakable construction, retailing for 
$1.75 each with the smaller LADIES’ SIZE at 
$1.25 each. 





SALES REPRESENTATIVES: JOHN H. GRAHAM & CO., INC., 113 CHAMBERS ST., NEW YORK CITY 
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Oklahoma Dealers Agree Codes 
Have Not Helped in Price Problems 





CHESTER E. YOUNG 
New President 


CHAS. F. NELSON 


Secretary 





N. H. WALTON 


Retiring President 


prices to mass distributors, members of the Oklahoma Hardware and 


ones the policy of some manufacturers in quoting preferential 


Implement Association, at their 32nd annual convention in the Shrine 


Temple here, Jan. 29, 30, and 31, de- 
cided the solution of the problem can 
come only through concerted action 
within the industry. 

They agreed underpricing of hard- 
ware and kindred products by mass 
distributors and by catalogue solicita- 
tion of consumers constitutes one of 
their most serious problems. Deciding 
also code operation has not minimized 
their difficulties in this respect nor gives 
any promise of doing so, the dealers 
concluded hardware retailers and 
wholesalers, through joint demand for 
and insistence upon fair play in manu- 
facturers’ pricing policies can remove 
the existing inequalities. 

With 800 dealers and clerks present, 
the attendance was the largest since 
1930. Exhibit space was filled com- 
pletely, with additional use of the 
aisles. 

Chester Young of Fairview was ad- 
vanced from first vice-president to the 
presidency, to succeed N. H. Walton of 
Pawhuska. F. S. Lamb of Oklahoma 
City was advanced from second vice- 
president to first vice-president. L. C. 
Clark of Tulsa was elected second vice- 
president. Charles F. Nelson of Okla- 
homa City continues as secretary-trea- 
surer. 

A new director is C. E. Weber of 
Tahlequah, hold-over members being 
Mr. Clark; H. C. Dobyns, Stigler; J. E. 
Cunningham, Konawa; F. R. Murphy, 
Foss; L. S. Duff, Lawton, and E. P. 
Hall, Durant. The executive committee 
consists ef Young, Lamb and Nelson. 
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The advisory board comprises E. O. 
Flood, Mountain View; H. C. Gearhard, 
Blackwell; and Mr. Walton, the retir- 
ing president. 

Traveling salesmen for jobbers and 
manufacturers of hardware lines were 
entertained by the association at a meet- 
ing in the Skirvin Hotel Monday night, 
Jan. 28, where associate memberships in 
the organization were offered them. Al- 
ready 43 have joined the association as 
associate members. 

Since the Oklahoma Legislature is in 
session, the hardware dealers consid- 
ered the time appropriate to express 
their views in tax matters. They urged 
a balancing of the budget from the 
smallest governmental unit to the Fed- 
eral Government itself. 

Pointing out the hardware dealer’s 
margin of profit is not sufficient to bear 
the added burden of a higher sales tax, 
they expressed opposition to the pro- 
posal already advanced by Governor 
Marland of Oklahoma to boost the 1 
per cent general sales tax to 3 per cent. 
They suggested if a sales tax is imposed 
the law should make it mandatory that 
the tax be collected from the consumers 
and not absorbed by the retailers. 

To overcome the inequalities and off- 
set the advantages enjoyed by national 
chain store groups and mail order 
houses, a graduated chain store tax 
should be assessed and collected, the 
hardware dealers declared. 

They protested as unfair any exemp- 


tion for farmers’ cooperative buying or- 
ganizations in the way of taxes or code 
provisions applying to other retailers of 
hardware and similar equipment. 

Realizing the need for more and bet- 
ter roads in Oklahoma, the association 
members protested the gasoline tax di- 
version law which sends a large part of 
these revenues to other funds than road 
building, and urged unanimously that 
the law be repealed so the highway de- 
partments will be able to enlarge their 
programs. 

Because during the 11 years since the 
adoption of the district plan of repre- 
sentation in the national board mem- 
bership changes have resulted in a mal- 
adjustment in the comparative totals 
for the several districts, a revision is 
urged that will provide opportunity for 
greater spread and flexibility of board 
membership. 

The Oklahoma association suggests a 
district composed of Texas, Oklahoma 
and the Panhandle association be es- 
tablished to be known as the 13th dis- 
trict in the N.R.H.A. 

Manufacturers selling to chain 
groups at low prices are discriminating 
against the jobbers when they sell at 
prices below those quoted for the same 
merchandise by the jobbers, J. E. 
Woodmansee, treasurer of the Richards 
& Conover Hardware Co., Kansas City, 
Mo., told the Oklahoma dealers. His 
talk on “Teamwork Will Win” assailed 
discriminatory prices enjoyed by chain 
stores. 

Hardware dealers have made gains 
and won advantages despite conditions, 
according to Luther Stein, vice-presi- 
dent and general manager of the Bel- 
knap Hardware & Manufacturing Co.. 
Louisville, Ky., who urged them to 
study their problems through. 

Opportunities for hardware dealers 
in the building and repair program and 
projects of the FHA were outlined by 
H. Dorsey Douglas, Jr., assistant ad- 
ministrator for Oklahoma. 

Duncan Wall and C. V. Phagan of 
the extension division of the Oklahoma 
A. and M. College at Stillwater pointed 
to the assistance of the AAA in build- 
ing the income of farmers to the point 
where there are opportunities for mer- 
chants to sell them material for home 
and other building repairs and mod- 
ernization. 

The help to sales provided by excel- 
lent lighting arrangements was outlined 
by A. E. Warner, lighting engineer for 

(Continued on page 117) 
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THE WOOSTER SAMPLE 





BRUSH SELLING SYSTEM VS, BRUSH ASSORTMENTS 


@ IS—A System that contains only best sellers. No 
dead stock to eat up profits. For years Wooster has 
made studies and kept records of the brushes in 
greatest demand. ’-6 <@ 


@ A system that provides you with a stockkeeping 
method which cuts down your investment, keeps a 
minimum stock of each brush on hand . . . prevents 
overstocking . . . insures profits. 

* * * 


@ A system that displays and sells its carefully 
selected line. It’s a master salesman always on the 
job. Includes a beautiful metal swinging display and 
table-top refill deals. « « « 

@ A system that saves valuable space in your store 
... saves the time of your sales people . . . sells the bet- 
ter quality brushes that bring you the greatest profits. 


* *. * 


@ A system that is backed by the greatest names in 
the brush industry—“WOOSTER” and “FOSS-SET.” 
Has the advantage of national advertising—the only 
one. Known for highest quality wherever paint 
brushes are used. 


play combined. 


WOOSTER 
REFILL DEALS . . 


table-top display. 








WOOSTER SAMPLER 
SWINGING DISPLAY 


WOOSTER SAMPLER 
SWINGING DISPLAY . 
A complete brush selling 
system and a colorful dis- 


TABLE-TO 
; 
simplified fill-in stock and 


@ ARE usually an uncertain selection of brushes 
which probably make a greater profit for the manu- 
facturer but have no scientific relation to a well select- 


ed stock. a a ae 


© Just a bunch of brushes .. . without any practical 
record or refill plan to meet your customers’ needs. 
(Remember, it is the last brushes in an assortment 
that carry your profit.) 


* * * 


@ A plan without any merchandising idea back of it. 
Does not feature the importance of buying quality. 


* * * 


@ The usual assortment plan gives no thought to the 
saving of valuable space in your store. Designed to 
sell the cheaper brushes. Fails to bring repeat busi- 
ness. os) ae il 


@ Gives you unknown merchandise which must be 
sold on price. No dealer has ever built a successful 
business with products that lack a ready consumer 
acceptance. Cheap brushes never bring painters and 
homeowners back for more. 





WOOSTER TABLE-TOP REFILL DEALS 


The logical answer is the 


WOOSTER SAMPLER 





The Wooster Brush Co., Wooster, Ohio. 
Please send me full details of your Sampler Brush Selling System. 


MMMBO cccccvcssestcscceces 
CP ey eee ve aor 
NE Shenae esmeneres 
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Minnesota in Fighting Mood on 
Chain and Mail Order Competition 





DAN E. BILLMANS 
New President 


mail order price competition. 





Cc. J. CHRISTOPHER 
Manager-Treas. 





F, W. BRUSCKE 
Retiring President 


This was clearly indicated during 


LY) eee hardware men are fighting mad about chain store and 


the 39th annual convention of the Minnesota Retail Hardware Asso- 


ciation at St. Paul, Minn., Jan. 22 to 
25, 1935. Suggestions that dealers re- 
fuse to buy products made by com- 
panies selling to either of these two 
competitors were heartily applauded. 

At the opening breakfast Tuesday 
morning, Chas. F. Ladner, St. Cloud, 
first Minnesota president and chairman 
of Hall Hardware Co., spoke briefly on 
the progress of association work in the 
state and paid tribute to N.R.H.A. 
President N. E. Given, Bemidji, in 
whose honor the breakfast was given. 

President Fred Bruscke, Good Thun- 
der, gave his annual address, saying in 
part: “Not so many years ago it was 
considered smart at these conventions to 
advise us independent retailers to mind 
our own business and not worry about 
the mail order houses. Recent experi- 
ences have caused us to change our tune 
and recognize the bid that these com- 
petitors, including chains and syndi- 
cates, are making for the consumer’s 
dollar. While we have not receded one 
solitary moment from our position of 
rendering a better service to the buying 
public, we have certainly awakened to 
the fact that we have become victims 
of unfair and demoralizing price dis- 
criminations. Association surveys show 
we are being ignored and double 
crossed by our trusted friends. 

“I believe the time has come when 
there must be a show down on the de- 
structive practices that we as_ inde- 
pendent merchants are facing but let me 
stress again the problem is yours and 
mine. 

“Why any manufacturer with a na- 
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tional reputation should continue this 
unfair, demoralizing, destructive prac- 
tice is beyond sound reasoning. Some of 
the worst offenders readily admit that 
they could not exist on the catalog 
house and chain store business and if it 
were not for their independent store 
volume they would have to close their 
doors. Such a fact puts the case 
squarely up to us as buyers. This evil 
has been growing for years and it will 
not be corrected in a day, but I am 
convinced that the economic solution 
is in our own hands if we will but use 
it.” Mr. Bruscke sajd the codes had 
failed to give the retail hardware men 
the price protection needed and that 
the codes should have more teeth in 
them. 

Manager-treasurer C. J. Christopher 
reported on the finances of the organ- 
ization and of its activities during the 
past year which was followed by a talk 
on the hardware selling opportunities 
afforded by the FHA, HOLC and other 
Federal agencies. This was given by 
J. A. Hall, FHA official. 

Members of the Minneapolis-St. Paul 
Paint, Lacquer & Varnish Association 
presented a playlet, “Glass Houses,” 
built around the sale of paint to home- 
owners under the FHA and the impor- 
tance of dealers painting their stores 
if they expect to encourage homeowners 
to paint their homes. 

Gov. Floyd B. Olson (Minnesota) 
addressed the Wednesday session, criti- 
cizing the proposed gross income tax as 


a “disguised sales tax” and said that 
the policing of several industries by 
their own representatives as members 
of the NRA code authorities “is a ter- 
rible mistake” and “gives them a 
chance to build up monopolies.” The 
Governor also said “that big business is 
your enemy—you’ve got to get that in 
your heads if you, as independent mer- 
chants, are going to win this economic 
battle.” 

Richard M. Neustadt, managing di- 
rector, National Retail Code Authority, 
reviewed the retail code and the future 
of NRA, on which point he said the law 
may need revision but that NRA pur- 
poses will certainly be maintained. He 
said the retail code represented a com- 
promise but that its development 
marked the first occasion on which all 
kinds of retail merchants had ever come 
together. He hinted that store hours 
may be lengthened but not to old time 
schedules. In answer to questions re- 
garding price control provisions the 
speaker urged dealers to fight for what- 
ever clauses or provisions they wanted 
or needed but stressed the need of hav- 
ing a united front in such efforts. 

N.R.H.A. President Given spoke on 
policies and plans of that body, out- 
lining its departmental activities and 
contradicted the statement of the pre- 
vious speaker regarding the attitude of 
the National organization on cooperative 
dealer buying which Mr. Neustadt 
thought was favored. That evening the 
anti-chain movie “Forward America” 
was exhibited. 


Swain and Juni 


Thursday morning, under the pro- 
gram topic “Obligations of the manu- 
facturer to the wholesaler and retailer,” 
Ed. Juni, Jordan, Minn., read prepared 
questions and H. M. Swain, sales man- 
ager, The Irwin Auger Bit Co., Wil- 
mington, Ohio, read prepared answers. 
As answers to questions on distribution 
problems, Mr. Swain read policy state- 
ment letters of his company; controver- 
sial correspondence between the Na- 
tional Auger Bit Mfrs. Association and 
his company; a letter he had written 
Sears, Roebuck and reputed portions of 
letters written by some of his competi- 
tors to their distributors. These com- 
peting bit manufacturers were men- 
tioned by name and their executives 
who signed the letters were also men- 
tioned. In some of Mr. Swain’s own 
letters, six of his competitors were 
named with the obvious inference that 

(Continued on page 110) 
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EVERY 





Life is not all “beer and skittles” for screen 
doors and window screens. It’s mostly made up 
of “slams” and “bangs.” And nobody knows that 
better than we do. That’s why National Screen 
Doors and Window Screens, in spite of their good 
looks, are really tough characters. We start 
training them early to be able to “take it.” The 
lumber from which they are made is carefully 
selected and well seasoned. 


All corners and joints are carefully mortised and 
tenoned. They won’t warp or sag. 


The screen cloth is drawn on by machinery and 
anchored tight. 


National Window Screens have steel runners, 
angle steel center bars. Not to mention the fa- 
mous “Kwik-Lok” that holds the screen in tight 
with a flip of the finger. Your customers will buy 
National Window Screens and Screen Doors be- 


NATIONAL SCREEN COMPANY, 
' Suffolk, Virginia. 


catalog showing the complete line of 
: National Screen Doors, Window 
Screens and Ventilators. 


If 


IS A BOOST.. 


NATIONAL WINDOW SCREENS AND 
SCREEN DOORS ARE MADE TO STAND 
HARD USE. DOORS DON'T SAG ... 
SCREENS WON'T BUCKLE 







cause they are so handsome, so sturdy and sell at 
such reasonable prices. 


They will remember you gratefully when hard 
usage has proven just what a bargain they 
bought. 


SEND FOR THIS CATALOG 


Please send us a copy of your 1935 . 





New York Office: 253 Broadway 
Southern Selling Agents: 
SAND & HULFISH, Baltimore 


NATIONAL SCREEN COMPANY 


SUFFOLK 


INCORPORATED 





FEBRUARY 14, 1935 


VIRGINIA 
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T. F. Parker Collects and Repairs 
Antique Clocks as a Hobby 


RIGINALLY a _ watch and 
QO clock maker, Thomas F. 

Parker, Maynard, Mass., hard- 
ware dealer, never forgot how to use 
the skill he gained with one of 
America’s best known watch manu- 
facturers. He is a real hardware 
dealer—in every sense of the word— 
but he is a clock and watch expert, 
too. The collection and repair of 
antique clocks has long been a hobby 
with him. In the recently acquired 
quarters now occupied by Parker 
Hardware Co., he has a clock work- 
shop—up above the store where he 
may work to his heart’s content, in 
his spare time. 

To the layman some of the clocks 
in his hobby shop may not appear 
anything unusual. To him they pre- 
sent a story—they have personality. 
His clocks—and most of those in 
his shop are his property—came 
from various parts of the world. 
Some of them were given him by peo- 
ple, who felt they were useless be- 
cause they had ceased to operate— 
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sometimes a jeweler gives him a clock 
“that has seen better days.” Many 
of these aged recorders of the day’s 
passing can be repaired under Mr. 
Parker’s care. 


Makes Repair Parts 


Often a clock ceases to run be- 
cause a part is missing, broken or 
misshapen. Metal or wood he turns 
out replacements for these time- 
pieces. At his work bench, Mr. 
Parker will be seen working on a 
clock, of foreign make, which is 
largely made of wood. Several parts 
of that clock were broken or 
cracked. That problem was soon 
solved—Mr. Parker turned out new 
parts. 

Mr. Parker often has to retouch 
ornamental scenes painted on glass 
doors of clocks. Here skill with paint 
brushes helps considerably. 

As clock repairing is strictly a 
hobby he emphasizes that he tries to 
discourage people from sending him 
damaged antique clocks to put in 


running order. Despite his desire to 
discourage the sending of clocks to 
his private shop he has received aged 
timepieces from many far away 
points. When such repairs are made 
he charges only a sum sufficient to 
pay for his expenses. 

On the wall of his shop is 
mounted a pendulum. To you and me 
it is just a pendulum—Mr. Parker 
recognizes it for what it is—part of 
an old time clock. As such it is a 
keepsake for him. Then there is the 
face of another antique clock. He 
has only the face, which is made of 
wood. He can enjoy telling some- 
thing of the origin of that time 
keeper. Clock repairing is a true 
art and in that field he is an artist. 

In addition to operating his hard- 
ware store with his son Bradford, and 
rejuvenating the mechanism of old 
time clocks he is active in other 
fields. Mr. Parker is president of 
the local savings bank and a mem- 
ber of the executive committee of the 
Maynard Trust Co. 
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STERLING LEADS AGAIN! 
Dualized copper bearing wire that has 
an outside coating of pure zinc twice 
as heavy as on ordinary wire. 








Photomicrograph above shows section 
of DUALIZED wire. Note the extra 
heavy, even coating of PURE ZINC on 
outside surface of wire, which com- 
pletely covers very fine grained crystals 
of iron zine alloy. 





Photomicrograph above shows section 
of ordinary fence wire. Note thin, un- 
even coating of zinc, containing high 
percentage of iron zine alloy, which, 
unless reduced to minimum, as is done 
on DUALIZED wire, causes galvanizing 
to crack, peel off, REGARDLESS OF 


AMOUNT OF ZINC ON WIRE 





§ 


TRADE MARK: 





It remained for STERLING to discover and perfect a 
method of producing a real rust defying fence. We are now 
proud to announce to our trade STERLING DUALIZED 
ALL-CLIMATE FENCE .... a brand of fencing that is 
made to COMBAT and DEFEAT the elements, regardless 
of the climatic conditions to which it is exposed. 


By the adoption and usage of an entirely new process 


YOUR TRADE WILL BUY DUALIZED FENCE. WE 


CRIPTIVE LITERATURE WITH NO OBLIGATION 


The National Housing Act has provisions for the purchasing of fence. . 


(patent applied for) Sterling Dualized Wire now has an 
outside coating of pure zinc twice as heavy as on ordinary 
wire. This means more than the fact that DUALIZED wire 
has a far greater amount of pure zinc distributed evenly on 
its entire outside surface. It means that every rod of this 
fence has many more years of life than ordinary fencing . 

and that, Mr. Dealer, is what your customers are interested in! 


WILL GLADLY SEND YOU FULL DETAILS AND DE 
ON YOUR PART WRITE DEPARTMENT 10 


Use this to increase your fence sales. 


NORTHWESTERN BARB WIRE COMPANY 


STERLING . . Since i879 . . ILLINOIS 


FEBRUARY 14, 1935 
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RED 
TANG 


METAL SAW TOOTH 











Look for the 
RED TANG 


When You Buy 
A New File... 


* Cuts Fast 

* Cuts Free 

® Cuts Smoothly 

* Cuts More Metal 
® Cuts Chips in Coils 
* Cuts Hard Steel 
® Individually Tested 


G 
' p TAN” 
Bunya | 


SIMONDS 


SAW AND STEEL CO. 
FITCHBURG, MASS 





Minnesota Convention 


(Continued from page 106) 


their policies were unfair and that only 
the Irwin policy was in the best inter- 
ests of the hardware trade. 

Mr. Swain’s crgument was essential- 
ly a suggested boycott of factory lines 
made by companies with any chain or 
mail order distribution. He further 
urged that the National Retail Hard- 
ware Association provide a label, stick- 
er or tag with a scroll insignia and 
bearing the legend “These goods made 
by a manufacturer distributing only 
through Independent Retailers.” Such 
labels would be available only to com- 
panies approved by the N.R.H.A. and 
used in trade circles much as the Good 
Housekeeping Institute seal is used 
among consumers. This plan would in- 
clude three or four audits a year at the 
manufacturers’ expense but under the 
complete direction and control of the 
N.R.H.A. as the speaker said the manu- 
facturers could not be trusted and must 
be checked regularly. 

Pinch hitting for R. W. Higgins, 
general manager, Kelley-How-Thomson 
Co., Duluth, Minn., P. Cowan of that 
company read prepared answers to 
questions offered by F. J. Thielman, St. 
Cloud, pertinent to teamwork between 
wholesaler and retailer which developed 
phases of unfair competition which re- 
tailers faced from their own wholesale 
sources of supply. 

John De Wild. secretary, National 
Merchants’ Association, St. Paul, 
stressed the need of better salesman- 
ship and more efficient service in retail 
hardware stores, saying that his obser- 
vations were based on extensive shop- 
ping tours. 

Art Cullen, editor, Hardware Trade, 
St. Paul told of a manufacturer’s sales 
policy survey he had completed and 
told of the opposition from factories 
and also of some silly answers received. 
Two good examples: “We don’t sell any 
of the mail order houses except Mont- 
gomery Ward & Co., and Sears, Roe- 
buck & Co.” and “We don’t sell many 
chains only Woolworths, Gambles, 
Kresge, Grant and a few others.” 

The next day E. B. Gallaher, editor, 
Clover Business Service and treasurer 
of the Clover Mfg. Co., Norwalk, Conn., 
was invited to review the convention and 
upon being assured that his audience 
really wanted his honest opinions he let 
them have it full blast. He character- 
ized the performance “of the manufac- 
turer who spoke yesterday” [H. M. 
Swain, sales manager Irwin Auger Bit 
Co., Wilmington, Ohio| as “scandal- 
ous, outrageous, unethical and unmor- 
al” because he used the privilege of the 
convention floor and the association’s 
courtesy to talk about himself and his 
own company, comparing it with others 


in the same competing field, damning 
everybody else. He reminded the audi- 
ence that this same manufacturer’s 
company had been in the bad graces 
of the trade and had sued the National 
Retail Hardware Association just a 
couple of years ago and like others who 
were converted had become a zealot. 
Mr. Gallaher said he was amazed and 
shocked to hear the letters of other com- 
panies read in the meeting which he 
also called an outrage. He further 
challenged the utility of the former 
speaker’s solution saying it was no solu- 
tion to brand manufacturers nor to boy- 
cott them and that the real solution was 
in close wholesaler-retailer arrange- 
ments with concentrated buying, and 
the other necessary features of whole- 
saler-retailer plans now in practice in 
the trade. He also said competition 
would never be solved by calling names 
but only by carefully worked out and 
followed merchandising plans. 

Mr. Juni and President Bruscke up- 
held the right of the previous speaker 
to mention names with the latter saying 
it was time for a “show down.” Another 
member agreed with Mr. Gallaher, 
whose applause was equal to that ac- 
corded the speaker in question. 

The final feature was a merchandis- 
ing ideas talk by A. A. Uhalt, manager 
dealer division, General Electric Co. 
who brought a wealth of selling ideas 
he had found practical in actual use for 
improving electrical appliance sales. 
He prefaced his remarks with the com- 
ment that profits came from making 
sales and not from fighting and that 
making sales meant lots of work. He 
used charts and sales figures to prove 
that the selling outlook for 1935 was 
unusually bright, particularly in the 
profitable higher unit sale major appli- 
ances. 

Resolutions were approved as fol- 
lows: 

Indorsing the bill before the Legisla- 
ture to increase substantially the tax on 
chain stores. 

Urging the National Retail Hardware 
Association to investigate manufactur- 
ers’ distribution policies under which 
chain stores are reported to have been 
favored. 

Opposing a retail sales tax and rec- 
ommending that if one is set up by law, 
it should be added to the price the con- 
sumer pays for the merchandise. 

Dan Billmans, Minneapolis, was 
elected president to succeed Mr. 
Bruscke and Geo. H. Herreid, Deer 
River, was chosen as_ vice-president. 
The executive board includes A. Rynda, 
New Prague, F. E. Breher, Wadena, J. 
A. Hurley, St. Paul, and Ebert Johnson. 
St. Cloud. 
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New Type Hollow Back 
Shovel with Rolled Shoulder 
offers these advantages: 


Strengthens blade where most needed .. . 
slender, graceful socket design . . . light 
weight, made of TEM-CROSS Steel... 
Round or square point, black or polished fin- 
ishes (The Alloy, A and B grades, heat- 
treated) . . . priced same as regular grades 
of hollow back shovels. 


A » 
poet 
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INGERSOLL 
SHOVEL" 


That’s what your customers will say once they have 
discovered the extra values that are put into Ingersoll 
Shovels. Here is one reason: They are made exclu- 
sively from TEM-CROSS Steel, produced in our own 
mills by the special Ingersoll Process. 



















This remarkable steel was developed to meet the 
gruelling service that Ingersoll Tillage Steels were 
compelled to stand in stony soil. Today they are 
standard equipment on Disc Plows and other tillage 
tools of America’s leading Implement Manufacturers. 





INGERSOLL PROCESS STEEL 





— is rolled to give an interlocking cross-grain structure. 
—is light in weight. 

—holds its cutting edge unusually well. 

—outwears ordinary steels—often two to one. 


No shovel is better than the steel that goes into it. 
If you want to build a sound, profitable repeat busi- 
ness on shovels, stock the Ingersoll Line of proven 
products. 


Quality Throughout 
Ingersoll Shovels also offer you every good 
shovel quality .. . best obtainable handles, cor- 
rect balance, and light weight. The name 
“Ingersoll” is your assurance of the utmost in 
shovel quality and service. 


Address Dept. HA 


INGERSOLL STEEL & DISC CO. 


DIVISION OF BORG-WARNER CORPORATION 
NEW CASTLE, INDIANA 


Makers of Ingersoll Shovels . . . The Independent Line; also manufacturers 
of Dises, Clutches, Stainless Steel, Veneered Steel, Saw Steel, High Speed 
Steel, Plow Steel, Ply Steel, Special Steel, Shovel Steel, ete. 


New York Representatives: 
Dunn & Bryan, 44 Murray St., New York, N. Y. 
New England Representative: 
Walter H. Jenks, 110 State St., 504, Boston, Mass. 


Midwestern Representative: 
Cc. E. Bullock, 1030 W. 120th St., Chicago, Ill. 
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Baton Rouce, La.—We wish to ac- 
knowledge the very interesting article 
written by Mr. Church. 

For your information I think this is 
one of the best articles I have ever 
read on this subject and, truly, he has 
covered this subject well and has it in 
such a condensed and concrete form 
that most anyone should appreciate 
reading it; and, what’s more, it is ab- 
solute facts. 

We coincide with each and every 





Appreciates Recent Article 
by H. A. Church 


statement which he makes; and we feel 
that to bring this cure of his about, 
it will have to start with the manufac- 
turer as that is where the merchandise 
originates. 

We certainly appreciate this article; 
we have had several of our people read 
it and all of them heartily agree that 
he has covered this subject well. 


Joun K. Dyea, 
Doherty Hardware Company, Ltd. 





Re: H. A. Church Article 


MaraTHon, Wis.—We received the 
requested extra copies of Mr. H. A. 
Church’s article of January 3rd. We 
sent one to every one of our senators 
and representatives, if you ever want to 
do the writer a favor, ask every one of 
your subscribers to do likewise, will 


O. M. Stroota, 
Stroota Hardware & Mercantile Co. 


Constructive Service 
Writes Mr. Pharr 


TEXARKANA, ARK. TEx.—I have read 
with a great amount of interest the 
second time—the story as written by 
Mr. Church in defense of the three- 
way method of distribution. He has 
stated it very definitely, but no differ- 
ent to the way in which all of us who 
have had experience in merchandising 
think. The great trouble with a lot of 
these theorists is that they have never 
had any experience, and a dollar to a 
doughnut that you could take 100 of 
them and arrange for a line of credit 
of $25,000 for each of them, and allow 
them to set up a retail business some- 
where, and that 99 of them will 
go broke in a given length of time. 
And yet they step up and tell men 
who have spent their lives in the busi- 
ness that they are all wrong and that 
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they should change about and do it dif- 
ferently. 

I want to take the advantage in this 
letter of thanking the HarpwarE AGE 
for the many, many constructive items 
that are shown from time to time in 
the different issues in the defense of 


I learned a long time ago 
that the saying of whatever is is right, 
because if it wasn’t right, it wouldn’t 
be in existence for any great length 


the jobber. 


of time. So I am compelled to con- 
tend that the jobber-retailer-consumer 
method of distribution is right or it 
would have ceased to exist a long time 
ago. 
F. E. Parr, President, 
Buhrman-Pharr Hdwe. Co. 


Liked 30-Hour Bill Editorial 


NASHVILLE, TENN.—I wish to com- 
mend you for the able editorial you 
wrote on the Thirty Hour Bill in the 
December 20th issue of HARDWARE 
Ace. This is the best editorial on that 
subject I have read and a copy of same 
should be furnished to each of our 
representatives in Congress. 

Houston Duptey, 
President, 
Gray & Dudley Co. 





Protests Buckley Article On 
Collection Agencies 


New York City— There appears 
in your issue (Jan. 17, 1935) what is 
apparently a new feature, “Hardware 
Age’s Courtroom,” and you are, liter- 
ally speaking, trying a case known as 
“A Business Man’s Chance Against a 
Collection Agency.” 

If your writer had confined his com- 
ments to the agency in question, we 
would agree with him that something 
should be done about it. We regret 
the existence of agencies of that type 
more than others do, because they pro- 
vide prejudiced people with ammuni- 
tion to shoot at everyone else. 

But when you publish such general 
remarks as those quoted below, you 
are casting reflections and creating a 
wrong impression for your readers: 

“There may be collection agencies, 
but I have personally never seen or 
heard of one which would go to busi- 
ness people and say—We have a plan 





of collecting delinquent accounts. Will 
you let us try yours? We ask no ad- 
vance payment and you don’t have to 
sign any contracts, all we ask is a com- 
mission of .. per cent on any collec- 
tions we make.’ 

“That would be a fair offer but the 
agencies don’t make it because the only 
way they can live is by fraud and sharp 
dealings. And most of them practise 
fraud and sharp dealings.” 

A statement such as the one itali- 
cized is seriously resented on behalf of 
the majority who do not come under 
that category. It is a biased, unfair 
statement that is not based on facts. 
You should lose no time in denying 
that such statements represent the opin- 
ion of your publication. 

The first paragraph of the quotation 
shows the writer’s lack of knowledge of 
the subject, or his extreme prejudice. 

(Continued on page 114) 
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Why IS IT NECESSARY TO 


tepate the iia ace BEFORE PAINTING? 





NOT SANDED 


Lack of Preparation 


Improper 


EEMINGLY a foolish question—yet our surveys show 
over seventy-five per cent of home painting is done 
without proper sanding of the surface before painting. 


To help you tell your customers just how important 
the proper preparation of the surface is to successful 
finishing or refinishing, we will gladly furnish you free 
with your imprint, a reasonable quantity of folders on 
the subjects of refinishing of Furniture, Floors, Walls, 
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SANDED CROSS GRAIN 


Preparation 
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SANDED WITH GRAIN 


Proper Preparation 








and Woodwork, and a folder on the proper sanding 
giving correct grit sizes of sandpaper to use—send the 
coupon below for these folders. 


When you sell the Minnesota Quality Brands of 
sandpaper, your customers receive extra sharpness, extra 
strength, and unusual flexibility—the qualities that 
assure customer satisfaction. 


THE MINNESOTA QUALITY BRANDS OF SANDPAPER AND EMERY CLOTH 





Since 1828 


Since 1906 


Since 1907 





B-A BRAND FLINT PAPER 
STAR BRAND FLINT PAPER 
B-A EMERY CLOTH 








3-M BRAND FLINT PAPER 
IMPERIAL BRAND FLINT PAPER 
CRYSTAL BAY EMERY CLOTH 


PIONEER BRAND FLINT PAPER 
WAUSAU EMERY CLOTH 











MADE IN U.S. A. BY 


MINNESOTA MINING & MANUFACTURING COMPANY 


SAINT PAUL 


Baeder Adamson Co. 





MINNESOTA 


Wausau Abrasives Co. 


Seeweseeeeeesseeennneneseeenssnunues SEND IN COUPON TODAY ewxueeeeeeeeeeeeseneeeeseeeeusnuuu 


MINNESOTA MINING & MFG. CO., Sant Paut, Minnesota 


Please send me FREE imprinted circulars checked below: 
=e Quantity Required 
O Refinishing Furniture - 


oO sa Woodwork - - : - - ace 
0 * Walls - ° - - - - ©. easetiditiiiswsaes | 
Oo “ Floors - . - | 


What Everyone Should Know : : - fen Le, 
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BUT 
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DIFFERENCE 











Behind every Morse tap, cut- 





Letters to the Editor 


(Continued from page 112) 


Agencies of the type that work on 
a contingent-no collection-no charge 
basis are in the majority. They re- 
quire no contracts or advance pay- 
ments. The other type that preys on 
the unwary small business man are in 
a small minority and as business men 
get smarter they will not be able to 
exist at all. They live on the ignorant, 
too trusting man, just as the greedy and 
unprincipled doctor, lawyer or business 
man does. Every sphere of human ac- 
tivity has its share of leeches, crooks 
and sharpshooters. No one, with any 
faith at all in human nature, will hesi- 
tate to admit that, in all lines, the evil 
element is a small though noisy part. 

This agency represents a number of 
hardware wholesalers and manufactur- 
ers, any one of whom, from their ex- 


| perience with us and with the agencies 


in general, could readily ridicule or re- 
fute statements such as we quoted. 

The honest agency is a commercial 
necessity and a constructive influence 
in the trade. They do not take busi- 
ness away from lawyers as is gener- 
ally supposed by some of them. They 
are responsible for forwarding a large 
volume of business to lawyers through- 
out the country, which lawyers would 
not very likely receive the claims di- 
rectly from the client, who hasn’t the 
facilities for handling such matters. 
Nor is the lawyer who is busy with 
legal matters anxious to make a col- 
lection agency of himself. 

Most business people who have 


to speak, you will print the other side 
of the story as we are giving it to you. 

There are a number of hardware 
merchants who owe their continuance 
in business to the constructive work 
done for creditors by this agency. If 
they read your article they will know 
of one exception to the spurious state- 
ments in your article. Let us tell you 
frankly that the legitimate agencies are 
the rule and not the exception, to those 
who know. 

The collection agency is now a neces- 
sary adjunct to the credit department 
of any business. It is up to the busi- 
ness man to be wary enough to pick the 
right one and look them up before 
dealing with them, just as he would 
look up a prospective credit account. 
If they are careless and inexperienced 
about such matters they are as much 
to blame as the “sharpshooter” who 
takes advantage of them. 

If the majority of collection agen- 
cies, some of which are large institu- 
tions, were not efficient, effective and 
honest in their dealings, they could not 
exist and enjoy the confidence of the 
nation’s business houses, large and 
small. 

It is all very well for your writer 
to advise the unwary business man what 
agencies to avoid, but it is quite an- 
other matter to advise your readers to 
avoid them all. That is what he does. 

The impression your article is very 
likely to create is erroneous, unfair, 
and prejudiced, and should be cor- 
rected. 





dealt with the legitimate agency will 
pay scant attention to such a general 
indictment as you make. If your new 
department is really a Courtroom, so 


ter, die, reamer and drill is the 
reputation for quality which has 
been building and strengthening 
for 7O years. 

No sounder purchase can be 
made today in the metal cutting 
field than a genuine Morse Tool. 

A complete stock of Morse 
Tools is a powerful force in 


M. T. D’ANnpREA, 
Manager, 
Mardan Adjustment Service. 





Author Buckley Answers 


PuiLapEpuiA, Pa.—I have carefully however, that in speaking of collection 





keeping your business growing. 


THE MORSE LINE 
Includes 
High Speed and Carbon ARBORS, CHUCKS 


DRILLS, REAMERS COUNTERBORES 
CUTTERS MANDRELS 

TAPS and DIES TAPER PINS 
SCREW PLATES SOCKETS, SLEEVES 


MORSE 


TWIST DRILL & MACHINE CO. 
NEW BEDFORD, MASS., U.S.A; 


NEW YORK STORE: CHICAGO STORE: 
570 WEST 


92 LAFAYETTE STREET 


114 


RANDOLPH STREET 





read Mr. D’Andrea’s letter criticising 
an article of mine which you recently 
published on “A Business Man’s Chance 
Against a Collection Agency.” 

Mr. D’Andrea seems to think that 
for some reason I am_ prejudiced 
against collection agencies in general. 
I can assure him that I am not, that 
is, not unfairly prejudiced. I admit, 
however, that rather considerable con- 
tact with them and their methods has 
created in me a most unfavorable im- 
pression of most of them. As I said 
in my article, there may be perfectly 
honest and highly useful collection 
agencies, but I say again, I have never 
seen any. It should be understood, 


agencies, I do not at all refer to such 
enterprises as are conducted by the 
Dun Mercantile Agency. Nor to others 
of the same type and standing. In a 
sense, they are collection agencies, but 
not in the sense in which I use the 
term. When I speak of collection agen- 
cies, I refer to those institutions which 
usually trade under concealing names 
and which send solicitors to business 
men to get their names on misleading 
contracts. 

Mr. D’Andrea’s remarks on the gen- 
eral subject are all so general of char- 
acter that I do not see how I can com- 
ment any further on them than I have. 

Etton J. Buck.ey. 
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te — iE One of the largest, most powerful, complete 
Sa — and exciting — advertising programs 
Tulsi in Housewares History 
> a | —will increase your Nesco Sales and Profits during 1935. 
a> 3 Bhd ; Into the homes of twenty-three million housewives, the 
eo RA AND best of the nation’s buyers — goes the timely story of 
CA enerennemn Nesco quality, beauty, modern designs, appealing styles. 
” | S55 To the Retailer—here is the merchandising opportunity 
tor j of the year! The Nesco Line is complete—3000 popular 
i *\ : ; items ... Your Profits on it will be made easy and certain 
[ by a comprehensive and thorough promotional program 
5 . aimed at every prospective purchaser — metropolitan — 
<s suburban or rural. For the complete Nesco Story fill in 
taf and send the coupon which will bring a beautiful, illus- 
trated brochure outlining in detail the promotional plans, 
policies and outstanding lines of Nesco products that 
will bring added sales volume for you. 
NATIONAL ENAMELING AND STAMPING COMPANY 
Executive Offices: 449 N. Twelfth Street, Milwaukee, Wisconsin 
——— Factories and Branches: BALTIMORE — MILWAUKEE — GRANITE CITY, ILL. — PHILADELPHIA 
zr; NEW ORLEANS — CHICAGO — NEW YORK 
@ ; | Please send me the NESCO STORY in the 1935 Brochure. 
“i }! | | eee 
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A SQUARE ! 


There is a growing popular demand for 
sprinklers made to cover a square area— 
sprinklers that get into the corners, protect 
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walks and walls and cover exactly the 
ground desired without waste. Anticipating 
this increasing sales possibility, the W. D. 
Allen Mfg. Co. announces three new num- 
bers. 





The Allen ‘‘Four Square” wiil cover a 
square approximately 18 feet each way 
with a fine spray evenly distributed. 





The “Square” 
Adjustable Mul- 
tiple Sprinkler 
is designed to 
be connected in 
series with 
short lengths of 
hose, forming a 
movable sprink- 
ler system. This 
sprinkier throws 
a fine mist in 
the form of a 
_ square. The 
—= simple head ad- 
justment per- 
mits a uniform 
area covered for 
each unit or a complete shut-off. No 
moving parts to wear out. 





“Allen Square Shooter” is a revolving 
sprinkler and will cover a square of 
from 10 to 50 feet (depending on water 
pressure). 


FREE Send today for Allen’s new cat- 
alog in colors describing the three items 
listed above as well as nearly 100 other 
types and styles of sprinklers, nozzles 
and accessories. It will pay you to be 
familiar with Allen’s 
complete line when 
you talk sprinklers 
with your jobber’s 
salesman. Your re- 
quest will bring this 
valuable book to you 
promptly. 












W.D. ALLEN MFG. CO.} 


566 WEST LAKE ST., CHICAGO, ILLINOIS 


69 WARREN ST., NEW YORK, NEW YORK 
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Mr. Burke Writes Mr. Norvell 
Regarding Jan. 3rd Article 


South WeymoutH, Mass. — Your 
article entitled “This Talking World” 
in the January 3 issue came to my 
attention this past week, and as some 
of the statements contained therein are 
not in accordance with the facts, I 
thought I would drop you this line and 
perhaps you would consider having cor- 
rection made. 

In your first paragraph, in writing 
of the Middle Ages, you mention the 
limited conversations, etc., and that 
“when they went to church the sermon 
was usually in Latin and they could not 
understand it, which was probably just 
as well.” 

Now, when they went to church, 
which was often, the sermon was in 
the vernacular, as it is today, and the 
fact that they did understand it is at- 
tested to by the fact that they gave 
their lives to follow the principles 
enunciated. 

Commencing with the first century of 
the Middle Ages, we find the four 
great Doctors of the East, St. Atha- 
nasius, St. Basil, the Great, St. Gregory 
Nazianzen (educated in all the 
sciences) and St. John Chrysostom 
(which latter name means “golden 
mouthed,” because of his great elo- 
quence, crowding the Cathedral of 
Constantinople when he preached be- 
cause of this eloquence)—then the 
four great Doctors of the West, St. 
Ambrose (of great eloquence), St. Au- 
gustine, Master of Rhetoric at Milan, 
after his conversion; St. Jerome, edu- 
cated by distinguished professors and 
who spent his days and nights reading 
and writing; and St. Gregory the 
Great. Of course there were many 
more outstanding men of that century 
but space does not permit details. 

St. Remigius converted King Clo- 
vis, winning France to Christianity, 
and this was not done by preaching in 
the Latin tongue. St. Patrick con- 
verted Ireland to Christianity and cov- 
ered it with churches. schools, etc.: 
St. Hermenegild (586 A.D.) converted 
Spain; St. Augustine of Canterbury 


converted England in the 6th century; 
St. Boniface converted Germany (an 
Anglo Saxon) in the 8th century; St. 
Bede, an Englishman, was one of the 
most learned men of the 8th century, 
and if I remember correctly, he taught 
England how to read and write. 

In the 9th century, along came St. 
Cyrill and St. Methodius, converting 
Poland and Bohemia. In the 10th cen- 
tury France boasts of the great monas- 
tery at Cluny; the 11th century, King 
Henry the 2nd of Bavaria and Ger- 
many; St. Stephen of Hungary; St. 
Edward the Confessor, of England 
(whose reign was practically perfect) ; 
St. Canute of Denmark’ and St. Mar- 
garet, Queen of the Scots. And also 
I might mention the great Hildebrand, 
and dozens of others. 

I have not even mentioned St. Bene- 
dict (founder of the Order of Bene- 
dictines, whose order is still “going 
strong” today, 4 la “Johnny Walker” 
only it was born slightly earlier than 
the latter. St. Francis of Assisi (who 
reformed the world); St. Anthony of 
Padua, of noble parentage, born in Lis- 
bon, and known as the “Hammer of 
Heretics;” and the Order of Trinitari- 
ans, and the Order of Our Lady of 
Mercy (13th century), whose members 
rescued more than a million slaves 
from the Mussulmen—which as a sell- 
ing stunt must have been the equal 
at least of selling a car-load of hard- 
ware in Cripple Creek in the old boom 
days; St. Dominic of the Friars 
Preachers, still being preached in the 
vernacular—and don’t forget that great 
son of St. Dominic—St. Thomas of 
Aquinas, one of the greatest men who 
ever lived; and St. Bernard, who must 
have done a good job, in the vernacu- 
lar, for he sold the idea of the Cru- 
sades. 

I could go on indefinitely—suffice it 
to say, would to God we had some of 
these men today (there are such if one 


would but listen and learn instead 
of listening to these 20th century 
“oracles”). B. A. Burke. 





Endorses Buckley Article On 
Collection Agencies 


Lee, Mass.—A friend has handed me 
the January 17th number of your mag- 
azine which contains an article by an 
attorney at law on the subject of Col- 
lection Agencies. 

Even though our letter head might 
indicate to the casual observer that 
our association is a collection agency, 
I heartily endorse the attorney’s criti- 


cism of such agencies, and his advice 
to your subscribers to refuse the ser- 
vice they offer. In this connection may 
I call your attention to the following 
observation which the attorney makes 
in his article: 

“There may be collection agencies, 
but I have personally never seen or 

(Continued on page 118) 
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‘Oklahoma 
Convention 


(Continued from page 104) 


the Oklahoma Gas & Electric Co., in 
one of the most interesting talks of the 
convention. 

After explaining the new salesman- 
ship course, Rivers Peterson, editor, 
Hardware Retailer, Indianapolis, Ind., 
and chairman of the national code au- 
thority, gave the dealers and salesmen 
some views on the NRA. Discussion 
brought out the view association activi- 
ties have kept a multiplicity of codes 
off the hardware men. 

W. T. Flynn of the Pittsburgh Plate 
Glass Company went into detail on 
sales possibilities in the FHA program 
for the many lines of merchandise han- 
dled by hardware dealers. 

Talks on credits and collections by 
Carl L. Ticer, Fairview, and W. H. 
Hickman, Ponca City, were designed to 
assist the dealers in a smoother han- 
dling of their credits problems. 


Texas 
Convention 


(Continued from page 102) 


“How to Find the Dishonest and In- 
efficient Employee” was discussed by 
Mr. R. D. Castellaw of Dallas: Mr. 
Castellaw was put on the spot by being 
asked a series of questions by Dan 
Scoates, after which the audience 
asked him plenty. He proved the need 
of checking store employees and many 
of his hearers were able to vouch for 
the necessity. 

The exhibits were larger than for 
the past several years. Many new firms 
were showing for the first time. 

The officers for the coming year who 
were elected are as follows: 

H. A. Turner, Herring-Turner Hdw. 
Co., Madisonville, President; Clyde 
Tomlinson, Smith-Tomlinson Hdw. Co., 
Hillsboro, Vice-President; Dan Scoates, 
College Station, Secretary-Treasurer. 

Directors: M. S. Henry, M. S. Henry 
& Co., Crowell; H. P. Horsley, Weston 
Hardware Co., Dallas; H. W. Jones, 
H. W. Jones Hdw. & Furn., Garland; 
Eric Lundblad, Lundblad Brothers, 
Georgetown; A. P. Sharp, J. H. Sharp 
& Son, Troup; W. C. Timberlake, Tim- 
berlake Hdw. Co., Texarkana; T. P. 
Tucker, Burrows Hdw., Beeville; Lee 
Watson, Weakley-Watson-Miller Hdw., 
Brownwood; Herbert Williams, Higgin- 
botham Brothers, Comanche. 

Dallas was chosen as the meeting 
place for the 38th Annual Convention. 
The dates are to be set later. 


FEBRUARY 14, 1935 
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AND THEY'RE SOLD! 


Yes a flash! and the 


bright blue and _ yellow 


gets attention. 


A glance —and the story 
is over — Sharp - Clean - 
Straight-Uniform-Sterilized. 
Twelve one-eighth pouna 
packages to the carton with 
an exact reproduction and 
complete description of the . 
item on the lid of each 
box. There is no question 
left in the consumer’s 
mind except as to what 
must be the satisfaction in 
using these perfectly 
formed tack products. 


Specify Cleveland Tack 
Products — They Sell 
themselves 














Why not the Best? 


MADE BY 


She 
CLEVELAND TACK WORKS 


— DIVISION OF — 


The Bishop & Babcock Mfg. Co. 
CLEVELAND, OHIO 
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Endorses Mr. Buckley 


(Continued from page 116) 


heard of one, which would go to busi- 
ness people and say: ‘We have a plan 
of collecting delinquent accounts. Will 
you let us try yours? We ask no ad- 
vance payment and you don’t have to 
sign any contracts. All we ask is a 
commission of ~- per cent on any col- 
lections we make.’ That would be a 
fair offer, but the agencies don’t make 
it because the only way they can live 
is by fraud and sharp dealings. And 
most of them therefore practise fraud 
and sharp dealings.” 

This question of the almost unlimited 
extension of credit is a serious one, and 
it is largely responsible for the ex- 
istence of the great number of un- 
scrupulous collection agencies. For 
this reason, and the fact that we prac- 
tically meet the conditions made by the 
attorney, as outlined above, I am taking 
the liberty of describing to you our ser- 
vice, not with the hope or expectation 
of obtaining a bit of free advertising 
but because of the honesty of purpose 
in the service which our association 
renders to its members. The opportu- 
nity is offered me by the attorney’s 
article, and I cannot resist it. 

Our approach to the merchant is as 
follows: 

“IT am with the * * *, an old line 
credit rating house which issues credit 
ratings to merchants on all their slow 
pay customers. In connection with 
these reports, we have a series of let- 
ters, decent and dignified, without 
abuse of any kind, which we send out 
to your debtors. These letters lead 
your debtors in to pay you—not us— 
what they owe you. We are not a col- 
lection agency, and handle nobody’s 
money. It will cost you nothing in ad- 
vance to join our association, and we 
get nothing unless and until you get 
it. Then we ask you to give us ours.” 

In the first place we furnish a “Rat- 
ing Notice” to the member for each ac- 
count he lists with us. This is written 
on our letter head, and we ask the mer- 
chant to send it out to each name on 
his list the same day he gives us the 
list. This notice tells the debtor that 
he has joined the —, and notifies him 
that he owes the merchant a certain 
amount of money which he would like 
to have him pay within a given time. 
While this notice is written on our 
letterhead, our address is not on it. 
This forces the debtor to pay his 
creditor direct. He cannot even write 
us a letter because he does not know 
where we are; so the merchant han- 
dles the accounts himself. 

From here on all the member has 
to do is to report payments on blanks 


furnished by us. Then we take up 
the work and begin to send out the 
three or four letters, on which our ad- 
dress is printed. These letters go out 
at regular intervals, not to exceed 
thirty days apart. In many instances 
a goodly number of the debtors re- 
spond to the “Rating Notice.” In 
others it takes the first, second, third 
and sometimes the fourth letter to 
bring results. Those who make no re- 
sponse are listed in our Credit Reports 
which are confidential to our members. 
But we are extremely careful not to 
list a debtor who would pay if he 
could, but, because of unfortunate cir- 
cumstances, is absolutely unable to 
do so. 

Now, as to the cost of our service: 
In the first place we ask our members 
to give us three 3 cent stamps to pay 
the postage on three of these letters. 
We never have any objection to this, 
for we write many letters thereafter, at 
our own expense, in answer to commu- 
nications from the debtor and in send- 
ing copies of these letters to the mem- 
ber. 

To pay for the credit reports and 
the general service, we do not ask the 
member to advance us any money; but 
we do, for that service, ask him to give 
us the first $12.00 he takes in; for in- 
stance: Tom, Dick and Harry pay re- 
spectively $5.00, $4.00, and $3.00. Af- 
ter that our fee is 20 per cent. If the 
merchant takes in nothing we get noth- 
ing. Yet, if he signs a membership 
certificate in our association, we give 
him the credit reports and general ser- 
vice for nothing. These credit reports 
are valuable. If 75 per cent of the 
merchants in a given locality would 
join our association they would, within 
six to nine months, have in their hands 
practically a complete cross-section of 
the so-called dead beats within a 
radius of 50 to 100 miles. 

It may interest you to know that we 
do not want a dissatisfied member on 
our books. For that reason we do not 
take lists of less than 25 or 30 names. 
We do not desire to get $12.00 and the 
member get nothing. In some _in- 
stances the member gets nothing. In 
some instances the merchant decides to 
take that risk, declaring that he not 
only wants to list the dead-beats but to 
have the advantage of the credit re- 
ports. We have lists on our books to- 
day of 25 to 100 names in amounts 
ranging from $600 to over $5,000. 

And here is another point, men- 
tioned by your correspondent, wherein 
we differ distinctly from the collection 

(Continued on page 120) 
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Millers Falls, Goodell-Pratt 
Lines Shown In Catalog No. 41 


The first consolidated catalog of Millers 
Falls and Goodell-Pratt tools is now avail- 
able. The best selling items in both lines 
have been retained and many new items 
added to round out major classifications. 
In several instances entirely new lines have 
been substituted or added, namely, carving 
tools, polishing and grinding heads, turn- 
ing tools and Blu-Mol Molybdenum Hack 
Saws. Some tools in the two lines have 
been eliminated, leaving a broad line to 
enable the trade to take advantage of the 
increase in demand for higher grade tools. 
Catalog No. 41 may be obtained from 
Millers Falls Co., Greenfield, Mass. 


Bond Electric Issues 
Jobber Salesmen Organ 


“Trade Views” is a four page tabloid 
size house organ now being issued by Bond 
Electric Co., to give jobbers’ salesmen in- 
formation on sales methods, etc. No. 1 
just issued shows new applications of Bond 
products, trade activities and a preliminary 
announcement of coming new Bond num- 
bers, packages and display material in the 
1935 Bond line. Among the new lines are 
radio tubes and condensers; cooling sys- 
tem cleaners, rust and corrosion preventer 
gasket cement, anti-freeze-coolant-inhibitor 
and other automotive specialties. Bond 
Electric Co., Jersey City, N. J. 


Westinghouse Improved Beam 
Pattern Auto Spotlight Lamp 


Westinghouse’s auto spotlight lamp with 
improved beam pattern has _prefocused 
base, new filament giving vertical beam 
spot and is designed to minimize glaring 
lights. Bayonet base of the former design 
augmented with prefocusing collar like 
that introduced on automobile headlight 
lamps earlier this year. Three slots in col- 
lar are so spaced that lamp can be inserted 
in only one position in reflector. Position 
predetermined to produce best focus for 
beams of spotlights and auxiliary head- 
lights. C-2 filament in former lamp has 
been replaced by C-6 design which gives 
beam spot of more even intensity. When 
lamp is inserted filament coil rests in ver- 
tical position in reflector or producing ver- 
tical beam pattern. This practically elimi- 
nates sideward glare of an horizontal beam 
spotlight, so often blinding the oncoming 
motorist, says the maker. Designed to 
contribute improved beam for long distance 
projection off main road. Spotlight or 
auxiliary headlight may be used for pro- 
jection up to 1000 feet ahead, making it 
easier to pick out roadside signs, etc. 
Known as Mazda lamp No. 1321 it pro- 
duces 32 candlepower on 6-8 volt circuits 
and has rated life of 125 hours. Filament 
center length is % in. while maximum 
overall length is 2% in. Westinghouse 
Lamp Co., Bloomfield, N. J., announces 
that equipment manufacturers are plan- 
ning to design their 1935 products for this 
lamp. 
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New Thousands Will 
Be Sold For Federal 
Housing Repair Work 
Get Your Share Of This 
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They Lead the World 
In Popularity And 
Volume of Sales 


customer a Red Devil 024 Glass Cutter, 


you can be sure that he will get satisfactory results—even if unskilled 


in glass cutting. Red 


Devil precision machine-made wheels— 


accurately shaped from modern alloy steel—represent the last word 
in cutting quality and wear. 


Give your customer the 


benefit of the best yeu have—Red Devil 


024, for all ‘round use—Red Devil 023, if he wants a ball end handle 
—or Red Devil 48 if he prefers a multiple wheel cutter. 


RED DEVIL GLAZIERS’ POINTS 


5¢ Packages with Driving Tool in each. A 
profitable item for quick handling and coun- 
ter display sales. No more selling of loose 
points in small quantities at a loss. 


Lendon P. Smith, Ine. 


IRVINGTON, N. J., U.S.A. 
e 
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“We Don’t Sell Him Either” 
BUT--- 


MR. HARDWARE RETAILER:- 
What good does that do you? 


Wholesale Hardware distributors stra- 
tegically situated thruout the land, intelli- 
gently interested in your needs, have our 
correctly priced Tools, in the selling sizes 
and items only, all set up for conveniently 
offering to your public as values people 
are willing to pay... and are buying ... 
offering a margin that brings you a profit 
because you can sell these Tools. 


ASK YOUR JOBBER 


See our price-tags 
Note their helpful wording 


— our second century — 


The PECK, STOW & WILCOX CO. 
Southington, Connecticut 








Spring Roofing 


Many neglected roofs will be repaired this 
spring. When you order your prepared 
seeeng souenss that SIMPLEX Roofing 
Nails supplied with the roofing. 


SIMPLEX 





TRADB MARK 
SIMPLEX 


iG. U. 3. PAT. OFF. 


ROOFING NAILS 


These nails are made solid one-piece, 
light shanks, with large area, heavy, rust- 
resisting heads which do not injure the 
roofing. The edges do not curl up when 
driven. Lengths FAs to 2%4”. Furnish 1” 
size for new roofs, 13%” for laying roof 
over shingles. Plain finish or rust-proof 
cadmium coated. Send for FREE 
samples. 


Crescent Brass & Pin Co. 


Sole Manufacturers 
5770 Trumbull Ave. 
DETROIT MICHIGAN 




















Re: Collection Agencies 


(Continued from page 118) 


agencies: The accounts are not sold 
to us, and they do not belong to us. 
We will at any time during the year, 
at the request of the member, release 
any account and refrain from further 
action until notified to the contrary 
by the member. And still another part 
of our service which the collection 
agencies do not furnish: the credit re- 
ports which we supply, and these are 
worth many times more than the $12.00 
membership fee. 

Now for the contract, which, with 
us, is merely a membership certificate 
for one year, a short statement in 
which we agree to assist in collecting 
accounts, and to furnish credit ratings; 
the member agrees to pay us as above 
outlined. 


We assure you that, when we began 
to dictate this letter, it was our inten- 
tion to give you a brief and less prolix 
description of our service; but it was 
our earnest desire to meet the require- 
ments outlined by your correspondeni 
and we could hardly do it otherwise. 

If you are interested to use this let- 
ter, or any part of it, in your maga- 
zine, we have no objection; but, if you 
do use it, please refrain from giving 
the name of our association or the 
writer. We are not after notoriety nor 
advertising of any kind. It takes a per- 
sonal presentation for a prospect to ap- 
preciate it. We were organized in 
1896. 

(Name withheld by request but avail- 
able to interested readers.—Ed.) 





The 10% Excise Tax on Sport Goods 


Cuicaco, Iit.—The 10 per cent Ex- 
cise Tax on athletic goods expires in 
July, 1935. 

This tax should be abandoned. A 
square deal to Young America de- 
mands that it be erased from the stat- 
ute books. 

Do you realize what this tax does? 
It denies to the Youth of America the 
tools for outdoor play, which are as 
necessary to them as good food. It 
makes the cost of athletic equipment 
prohibitive for thousands, while it cuts 
your volume of sales. 

It means that when a boy or girl 
wants a baseball glove, or tennis racket 
or any other article of athletic equip- 
ment, the price he must pay is in- 
creased—considerably more than the 
10 per cent. And to this price must 
also be added the usual state sales 
taxes, wherever they apply. 

President Roosevelt himself has ex- 
pressed his opposition to the nuisance 
tax. He should, therefore, be in sym- 
pathy with the movement to repeal this 
tax. 

The Great Western Athletic Goods 
Company has launched a movement to 
get this tax off the backs of the boys 
and girls of the nation. You want to 
lend a hand in the movement. How 
can you do so? Easily. 

Get the kids of your neighborhood to 
bombard your senators and congress- 
men with letters. 

Enlist boy and girl scout organiza- 
tions, athletic organizations, and clubs 
in the movement. 


Don’t stop with the kids. Get their 
parents to lend a hand and send let- 
ters, too. They know that outdoor play 
for their children is no luxury but an 
absolute necessity. 

Enclosed are two sample letters, one 
for the kids and another for grown- 
ups. Have copies made and pass them 
out, telling the kids and their parents 
to write the same thing in their own 
way and mail at once. Congress is in 
session now. 

Also, paste a poster prominently in 
your show window calling attention to 
this worthy cause and urging action. 

Here’s another suggestion. Why not 
offer a prize for the best letter from a 
school boy or girl pointing out the in- 
justice of the tax? 

Seventy per cent of all athletic 
equipment is purchased by boys and 
girls under eighteen years of age. Join 
the movement. Help give Forgotten 
Youth a square deal. 

D. Levinson, President, 
Great Western Athletic Goods 
Company. 

Mr. Levinson suggests the following 
sample letters: 

Suggested Letter for Parents to Send to 
Congressmen and Senators 


Senator Blank 
Blank Street 
Blank City 
Dear Senator Blank: 
I am writing you in behalf of my 
twelve year old son and all the other 
(Continued on page 122) 
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INSECT POWDER 
IN HANDY 


Container 


THAT SELLS ITSELF! 
































NOTE: Special new 
handy built-in thumb- 
press bellows on 
can that sprays sure 
death to roaches, 
bedbugs—every- 
thing that creeps 
and crawls—an all- 
around insect pow- 
der that sells itself! 








A LAST an insect powder 
that is packaged and 
priced properly for counter position and self selling. 

The new Flyded Insect Powder is harmless to pets 
and people—and the 15c handy refillable bellows 
container is a feature that brings steady sales—and 
repeat business. 

Ask your jobber for Flyded Insect Powder—a na- 
tionally advertised product of the Midway Chemical 
Company—makers of Flyded Liquid Spray. 


+Flypea* 
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BROKEN FURNITURE 





ENTERS YOUR STORE 


PLASTIC WOOD 


CUSTOMER WHO) 


A USE FOR 
GENUINE 





Ta 





Demonstration Log 





yi 
— Here are a few of the 1001 Uses 
Repair damaged furniture—loose drawer 
pulls—loose casters—loose bathroom fixtures 
—loose handles—filling drainboard cracks— 
floor cracks— baseboard cracks — cracked 
porcelain—cracks in cement, stucco—cover 
countersunk screws—leaky window frames— 
fill old screw holes—fill holes after wiring— 
around pipes—replace wood rot—rejuvenate 
antique furniture—patching automobile tops 
—boat and canoe repairs—pattern making— 
modeling—broken toys—damaged toilet seats 
— broken balusters — under paint — broken 
moulding—correcting mistakes—hiding nicks. 
Permanent repairs bring customers back 
Plastic Wood is real wood in putty form— 
becomes hard, permanent wood—will adhere 





























BOAT 
REPAIRS 
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COUNTER SUNK SCREWS 


to any clean, dry surface—wood, metal, glass 
and porcelain. Can be worked with any wood- 
working tools—can be planed, sawed, sanded, 
turned on lathe—will hold nails, screws with- 
out chipping, splitting. It is waterproof, 
contingent wal takes paint perfectly. Gen- 
uine Plastic Wood should not be confused 
with cheap mineral fillers or glues. Repairs 
are permanent with Plastic Wood—it be- 
comes a part of the object repaired. 
More advertising in 1935 
Plastic Wood is nationally known and nation- 
ally advertised to the consumer—such maga- 
zines as Collier's, Saturday Evening Post, 
Liberty, Good Housekeeping, Popular Science, 
Popular Mechanics, Yachting, Hobbies and 
numerous others tell the Plastic Wood story 
every week of the year. Tie up with this 
increased publicity by using the new, attrac- 
tive display cards—free for.the asking! 
In cans and tubes 
Plastic Wood comes in air-tight cans (4 lb., 
1 Ib. and 5 lb.) and tubes, in nine different 
colors—natural wood, white, oak, walnut, 
dark mahogany, light mahogany, cedar, gum 
wood and ebony. 
* FREE 
Write The A. S. Boyle Company, Inc., 1934 
Dana Ave., Department HA-2, Cincinnati, 
Ohio, for interesting Demonstration Log. 


PLASTIC WOOD 
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10% Excise Tax 


(Continued from page 120) 


boys and girls for whom outdoor play 
is essential. 

I know that the government must 
have revenue, but I do not believe that 
the youth of America should be pe- 
nalized in such a drastic way. 

Do you realize that 70 per cent of 
all athletic equipment is bought by 
boys and girls under eighteen years of 
age? For these, outdoor play and the 
tools of play are as much a necessity 
as the right food. 

A 10 per cent tax may not seem 
large. But on play equipment bought 
by young people, in many cases it may 
be prohibitive, especially when you 
consider that a tax at the source 
pyramids. 

The total income to the government 
from this excise tax on athletic goods 
is trifling in comparison to the hard- 
ship it puts on the youth of America, 
whose minds and bodies must be de- 
veloped into strong men and women. 


Is it worth while taxing America’s 
youth more than the play-traffic will 
bear? Won't you vote against contin- 
uing this tax after it expires (July, 
1935) ? 

Very sincerely yours, 





Suggested Letter for Boys and Girls to 
Send to Congressmen and Senators 


Dear Congressman: 
(Senator) 

Gee, Mr. Lawmaker, us fellows do 
need a friend. I asked my Ma for the 
money for a new football, but she says 
money’s too hard to get now. My 
fielder’s glove is all worn out, too. Pa 
says I should go make some money. 
I can’t find anything to do. And now, 
Uncle Sam soaks us a tax on every- 
thing we need to play with. Gee, why 
soak us kids? The tax doesn’t bring 
Uncle Sam much anyhow. Not as much 
as it hurts us kids. Please, won’t you 
help kill that tax? Thanks a lot. 





Perkins Makes Sales 


(Continued from page 79) 


enough of a play to catch the atten- 
tion of people who purchased poul- 
try and fish from the market across 
the street. 

Many of the turkeys sold by the 
market this year weighed 25 pounds. 
This size turkey takes quite a big 
roaster, but Mr. Williams carries 
large sizes and was able to fill the 
needs of all customers. 

Mr. Williams says that one man 
even walked across the street to his 
store carrying a large twenty-pound 
turkey, and said, “I see you have 
roasters in your window there. I 
want one to roast this turkey in, and 
I brought it along to make sure it'll 
fit in the roaster I buy.” 

The test was made and sure 
enough Mr. Williams had a roaster 
large enough for this big turkey. 
The man purchased it and went away 
satisfied. 

Many persons when buying poul- 
try at the market across the street 
from the Perkins Hardware Com- 
pany often remark to the market- 
man, “Oh, Goodness, I don’t know 
if my roaster is big enough for that 
turkey.” 

The marketman suggests that the 


hardware store across the street car- 
ries a large stock of roasters and 
that perhaps she can get one there 
if she wishes. Close cooperation be- 
tween these two merchants often re- 
sults in considerable business for 
both, Mr. Williams reciprocating 
whenever possible. 

Mr. Williams believes that in 
every community there is some mer- 
chant that a hardware dealer can co- 
operate with and secure business. 
Look up and down your street some 
day when you have a few spare min- 
utes, he says, and see if you can’t 
work out some idea or window dis- 
play which will capitalize on the 
people that the non-competing store 
attracts to that street. 


The Porter-Cable Machine Co., 
Syracuse, N. Y., whose products are 
used principally in the construction 
field, announced a 40 per cent increase 
in business for 1934, and the largest 
volume since 1931. Company repre- 
sentatives in all parts of the country 
report improved confidence among 
builders, because of increased activity 
in construction plans now in sight. 
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i. 
WORRIES ABOUT HOUSEFURNISHINGS DEPARTMENT, WHICH CONTINUES 
TO RUN IN THE RED 








2. 1 
READS THAT BIG NEW YORK DEPARTMENT STORE SOLD OUT ITS 
STOCK OF BISSELLS FIVE TIMES IN ONE MONTH 








:' ; ae 











4. — 
MARVELS AT BISSELL’S QUICK TURNOVER, AND HIGH PROFIT 
PER UNIT SALE 





HOUSEFURNISHINGS DEPARTMENT BACK ON ITS FEET 








6. Wide-awake merchants recognize the Bissell as a sure-fire 
attraction all the year round, They know it is the only 
sweeper with 100% public acceptance due to extensive 
national advertising. They realize that its proved worth 
results in unusual customer satisfaction, Write today for 
the complete Bissell story. It will pay you—as it has others! 


BISSELL CARPET SWEEPER CO. 
Grand Rapids, Mich. 
New York Office and Export Dept., 46 W. Broadway, New York 











MORE PROFITS/ 





l[000.000 


.... Micklin Corners sold in 1934! 
This quick turnover item gives deal- 
ers big profits, and extra profits on 
paint, screening, and other acces- 
sories. 


“Micklin Dual Corners make the 
frame!” They brace, square and firm- 
ly clamp the wood together, without 
mitering or mortising. Customer 
simply inserts ends of lumber into the 
strong metal corners, drives the nails, 
and—presto—the frame is made! 
(Micklin Single Corners used for 
general repair work.) 


Consumer advertising will soon be- 
gin. Prepare NOW for the demand! 
No large investnient required! 





nl 


MICKLIN DUAL COR. 
NERS ARE BOUGHT BY: 


Carpenters Florists 


Home Owners Sign Men 
Wood Workers Theatres 
Display Men Etc. 


V/A 
7/4 ACTUAL 
SiZe 


i 
4 
A 


MAIL THIS TODAY’ 


ce] Micklin Manufacturing Co. | 
Omaha, Nebraska. 
e Send details and FREE sample of the Micklin 
Dual Corner. | 
Mail coupon . Name 
TODAY for | 
‘ M Address hnstatieheilieeecacmcbtcataaatadssectiaieetis ; 
information 
and FREE | IN NE ia ncieacsclaiciel asia slerhcenncdaaaisitinpitacntincacdte | 
sample. Jobber’s Address... eee 704 | 
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GOES SCOTCH ON WINDOW 


John MacPublic 





(Hoot mon) SHADES! 















WHAT A 
REFUSES TO PAY 
MORE WHEN 


15¢ for CLOPAYS 


Buys So Much Beauty 
.» And Amazing Wear! 


OUR years of continuous aggressive 

advertising behind Clopay window 
shades have thoroughly convinced an 
amazingly large percentage of our 
population that 15c is enough to pay 
for a window shade. In over a million 
homes, Clopays have already proved 
their ability to “take it” at least as 
well as shades costing 4 to 8 times as 
much. They actually stay presentable 
longer because they will not crack, 
pinhole or fray at the edges. And 
money cannot buy handsomer shades. 
Over 10,000 retailers have already dis- 
covered that this means excellent 
volume sales—invaluable good will—frequent re- 
peat sales. Are you one of the 10,0007 If not, 
why not get in on this profitable business now? 
If your jobber does not handle Clopays, Mw 
direct Clopay Corp., 1358 York St., Cincinnati, O 


CLOPAY (#54, WINDOW SHADE 











ON THE OUTSIDE 
LOOKING IN... 


Even the inquisitive youngster with 
snub nose pressed against your window 
is a prospect for a pair of skates or a 
camp axe. 


The commuter, the farmer, the house- 
wife, all who pass your windows judge 


bes, you and your merchandise by your 
window displays. 


“Business goes where it is invited—,” 
and you will find the window display 
ideas appearing constantly in HARD- 
WARE AGE of great assistance. 


Don’t neglect your best invitation to 
new and increased business. 
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Ten Check Pointers 
For Merchants 


1. Never accept or encourage the use 
of checks by customers who can or 
will as readily pay with cash. 

2. If you wish to avoid ill feelings 
through refusal to cash checks, simply 
explain that your available change is 
already short and that you cannot cash 
anything that you cannot as readily 
hand out as change again. 

3. Either destroy or safely lock up 
all old canceled checks; all a forger 
needs is one of them to seriously im- 
pair one’s bank account. 

4. When filling out checks, never 
leave any blank spaces. but use all of 
the available space to write in the 
amount, thus preventing any additions 
to the regular figure. 

5. Insist that every customer or any- 
one for whom you cash a check place 
his or her address and telephone num- 
ber upon the check and check up on 
these in the telephone or city directory 
before cashing. 

6. It is never wise to cash company 
pay checks after business hours; dur- 
ing business hours call the firm whose 
name appears thereon and check up 
the amount and the payee. 

7. Never cash a check that has not 
been endorsed in your presence. 

8. When paying bills with checks 
place upon the face of the check what 
it is in payment for, then the canceled 
check will serve as an accurate receipt. 

9. Never allow checks to remain in 
the office or cash register more than a 
single day; see that they are cleared 
through the bank as soon as possible 
after receipt. 

10. Never endorse a check for any- 
one unless you, yourself, would cash 
the check. Better still, never endorse 
any check—it may fall into some un- 
scrupulous person’s hands. 

ERNEST W. FAIR. 


Emerson Electric Co. 
Issues 1935 Catalog 


Emerson’s 1935 catalog illustrates and 
describes in its twenty-four pages portable, 
fixed and ceiling fans and_ ventilating 
equipment as well as pictures of typical 
installations of its products. List price in- 
formation, size, volts, etc., are enumerated. 
Folders have been issued on the company’s 
Sea Gull fan and on other numbers in the 
line. The consumer publication advertis- 
ing program of the company is described. 
Newspaper ads and cuts are illustrated as 
well as an Emerson fan window display in 
one of the folders. For the consumer there 
is an eight page folder of colorful layout 
showing the Silver Swan and several other 
models of fans. The Emerson Electric 
Mfg. Co., 2018 Washington Ave., St. Louis, 
Mo. 
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LEADERS FOR 1955 









Distributed 
Through Hardware J 
Manufacturers of SED, 


precision products 
since 1810 


ATLAS TACK 








ATLAS 


Sterilized Blued 
Carpet Tacks in 
"flat style" !/g |b. 


Boxes. 


HONEST 
WEIGHT 
Sterilized Blued 
Carpet Tacks in 
“flat style" '/g Ib. 


Boxes. 


INVINCIBLE 


Steel Wire 
Carpet Tacks in 
“flat style" '/g lb. 


Boxes. 


FAIRCO 
Brass Plated 
Cobblers’ Nails in 
“flat style" !/, |b. 


Boxes. 


obbers 


For quick turnover 
stock the complete 
Atlas Line 


CORP. 


FAIRHAVEN, MASSACHUSETTS U.S.A. 





FEBRUARY 14, 1935 





“LEGITIMUS"—in English, 
legitimate, genuine. This 
Trade-mark is your assurance 
of highest quality and value. 


LeerrimuS AXES 
with an Edge. ee 


ON OTHER BRANDS 


ITH the Collins story, you have powerful 

selling ammunition. 109 years’ experience 
in making fine edged 
tools means a lot to the 
man buying an axe for 
the first time. 








You will find experi- 
enced users already sold 
on the Collins line. Re- 
mind them that Collins 
axes, hatchets, bush 
hooks and hoes are made 
in every standard pat- 
tern, finish and weight, 
in a wide variety of 
price levels. 






DAYTON 
OLD TIMER 


You will find your prof- 
its made easier, surer, if 
you let the Collins name 
give the boost it can to 


your edged tool sales. MICHIGAN 


DOUBLE 


If your jobber cannot BIT 


supply you with the 
Collins line, write to us. 















BOY SCOUT AXE 


tHe COLLINS 0. 


COLLINSVILLE, CONN. 
Axes and Hatchets 
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Here’s the new No. 
360 12” Induction 
Oscillator Cool Spot 
at $14.75 list. De- 
livers a large volume 
of air, measured by 
N. E. M. A standards. 


A 12” fan now within the reach of 
every home owner. 


The Cool Spot line is a line of fans you 
can sell with confidence. Backed by 
the Regular Signal guarantee, Cool 
Spot fans are our answer to a demand 
for popularly priced fans and point the 
way to more sales for you. 


The Signal line of fans is well known, 
proven and accepted and is our primary 
line—fans of high quality. Distributors 
and dealers of Signal fans stay with the 
line year after year, and each season it 
attracts new ones. 


For your protection, back of Siqnal fans 
is a rigid selling policy. To help your 
sales program Signal also offers a new 
list of selling aids. 


Tie up with Signal and Cool Spot fans 
for 1935. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 
Offices in all principal cities. 
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Pest Control Activities 


Make Sales for Green 
By WILLIS PARKER 


HE activities of a special crew 

of women who call upon house- 

wives and offer assistance in the 
control of home and garden pests is 
productive of many tips that lead to 
the sale of much other merchandise. 
says the management of the Horace 
W. Green & Sons Hardware Store, 
Long Beach, Calif. 

The crew consists of two women who 
devote all their time to the work, and 
two others who put in part time. They 
are paid a commission on their sales. 

The methods of the workers differ 
from those of most house-to-house 
salesmen inasmuch as they discuss the 
problem first and suggest the remedy 
afterward. In other words, instead of 
offering the housewife a package of 
ant exterminator, the solicitor dis- 
cusses the ant problem, explains how 
to exterminate them, and even goes so 
far as to help the housewife distribute 
the poison around the house and in 
the garden. 

Because of this method of approach, 
the solicitors gain access to homes. 
Frequently the need of major appli- 
ances or other hardware merchandise 


is mentioned by the housewives or ob- 
served by the solicitors, who turn the 
leads over to the store management 
for following up by other salespeople. 

“The most valuable feature of the 
work,” says the management, “is its 
getting our name before the public; 
and, in many instances, getting the 
name before people whom, heretofore, 
we have been unable to reach by most 
forms of advertising. 

“By rendering a service, the solici- 
tors build up a clientele. Since they 
leave their telephone numbers with 
their clients, seldom does a day pass 
without each of them receiving two or 
three telephone calls, either for more 
insecticide or for further consultation 
on pest control efforts. This increases 
their familiarity with the firm name 
and the telephone number. 

“The workers are thoroughly famil- 
iar with all types of garden and house 
pests and their control, so their ser- 
vices are appreciated and invited by 
the people of the community. They 
form a wonderful liaison between the 
store and the public.” 





Because Women Know Washers 
By KENNETH STALCUP 


“ec UR sales on washing machines 
O have increased 50 per cent 
since we put two saleswomen 
in charge of the laundry equipment,” 
said William H. Myer, owner of the 
Myer Hardware Store, Evansville, Ind. 
“From owning and operating their own 
machines they had become experienced 
operators and were able to picture so 
vividly the advantages of electric wash- 
ers that 90 per cent of their sales were 
made from the floor without so much as 
a home demonstration. A goodly num- 
ber of the remaining 10 per cent re- 
quested that we send a machine to 
their home that they might try it out 
with an actual washing.” 
In such instances the store delivered 
a washer, explaining how to operate it 
and allowed the housewife to make her 
own demonstration. Calling back in a 
few days the store discovered that in 
a majority of cases the self-demonstra- 
tion had sold the machine. However, 
the minimum of rejections are attrib- 
uted to the effectiveness of the sales- 
women’s explanation while the pros- 
pect is visiting the store. 
“They can talk to the woman inter- 


ested in laundry equipment in her own 
language, and being fortified with ac- 
tual facts gleaned from first-hand ex- 
perience, their arguments are decided- 
ly convincing.” Mr. Myer continued: 
“T estimate that less than 5 per cent of 
washing machine purchasers request 
us to demonstrate a home washing.” 
Quite often the purchase of a washer 
is augmented with an electric ironer, 
but the policy of the store is to get 
the deposit on the washer first. If the 
ironer cannot be sold at the time of 
the washer sale, the customer’s name 
is filed for a later follow-up. The 
washing machine owner is always a 
good prospect for an ironer, and the 
Myer Hardware Store eventually sells 
60 per cent of these customers. 
Although Mr. Myer admits that in- 
creased laundry service cost due to 
Code regulations and new low levels 
for electric washing machines and 
ironers have contributed much to the 
increased volume, he is convinced that 
his policy of having saleswomen in 
charge of the laundry department is 
responsible for bulk of additional busi- 
ness—because women know washers. 
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LIFE OF 
LAWN FENCE...GIVES 
DEALERS A TREMENDOUS 
SELLING ADVANTAGE .7 


Your turnover and profit in any product dee 
depends primarily on its popularity. Thatis why 
more and more dealers are selling Continental 
Green Bottom Lawn Fence. Made only of 
Flame Sealed wire, it assures your customers 
of longer fence life and a greater value per 
dollar. This feature alone gives you a power- 
ful selling advantage. All styles of Conti- 
nental Lawn Fence, Flower Bed Border, and 
Trellis are easily identified by the green 
cable wires at the bottom. 


ORDER FROM YOUR JOBBER 


When stocking Lawn Fence for spring 

business insist on Continental Flame 

Sealed Fence, with the green cable wires 
at the bottom. Your jobber carries it— 
if not, write us. 


COMPARE these 





















REPRODUCTIONS 


Flame Sealed is a new pat- 
ented process by which a 
heavy, even coating of zinc is 
applied to the entire surface 
of the copper bearing steel 
wire. This provides double 






MICROSCOPIC PHOTOGRAPH OF FLAME SEALED 
GALVANIZED WIRE~MAGNIFIED 550 TIMES 











makes the fence last years 
longer. 












CONTINENTAL 
STEEL CORPORATION 
Kokomo, Indiana 
Manufacturers of Billets, Rods, Wire, 
Barbed Wire, Nails; Lawn, Chain- 
Link, Diamond Mesh, Farm and Poul- 
try Fence; Gates; Black, Galvanized, 
Galvannealed and Special Coated 
Sheets; Galvanized Roofing; also ‘Seal 


LAWN FENCE 
IS IDENTIFIED 
BY THE TWO 
GREEN CABLE 
WIRES 








ucts. 


CONTINENTAL 


Slamedealed 
LAWN FENCE 
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FEBRUARY 14, 


Protection against rust and | 





MICROSCOPIC) 





of Quality’ Roofing and kindred prod- | 





The Best 
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3-IN-ONE OIL Announces the 


3-IN-ONE SAFETY 
LEAGUE 


The 3-IN-ONE SAFETY LEAGUE, just organized and 
open to new members everywhere, has made a tremendous 
hit with boys and girls! Every one wants to join— to take 
the “‘safety test” required of members—to get the free 
booklet of safety suggestions for bicyclists and roller skaters 
—to wear the bright red membership emblem of the 
3-IN-ONE SAFETY LEAGUE! 


Every hardware dealer who handles bicycles and roller 
skates can win the good-will of both parents and children 
by supporting the SAFETY LEAGUE, giving it local public- 
ity, and passing out Safety Test blanks to girls and boys who 
come to his store. It’s a sure way to reduce the accident 
rate in your community, and add to your list of friends! 





We will gladly send you full information,concerning the 
3-IN-ONE SAFETY LEAGUE, and how we help dealers 
build up local interest and membership. Write at once. 
Just write on a postcard, “Tell us about the 3-in-One 


Safety League,” and mail to Three-in-One Oil Co., 170 
Varick Street, New York, N. Y. 







BW / cy 
3-IN-ONE SAFETY Py a i) 
LEAGUE EMBLEM s a 
given free to members 








EVANSVILLE 
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SLEDGES—WEDGES— 
PICKS—MATTOCKS 


BLACK FINISH WITH ORANGE TRIM 











ALL PATTERNS, ALL WEIGHTS 


THE EVANSVILLE TOOL WORKS, INC. 
EVANSVILLE, IND. 


HAMMERS — HATCHETS — AXES 














TRADE 


FITLER ROPE 


For Customer Satisfaction 
and Repeat Sales... 






Every moment is a critical moment 
when rope is in use. Rope failure 
means loss of time, and money, per- 
haps valuable goods and property . . . 
even human life. 


As a dealer your interest in rope does 
not end with its sale and delivery. 
Customer satisfaction and repeat sales 
require rope that gives long and sat- 
isfactory service. 


You and your customers always can 
depend upon Fitler Rope. 


Your jobber has a folder of valu- 
able information concerning the 
Storage and Handling of Rope, 
and Helpful Suggestions for its 
Use. Ask for it. 


The EDWIN H. FITLER Co. 
Philadelphia Cordage Works 


PHILADELPHIA, PA. 
Established 1804 


Chieage, 11. 
222 W. Kinzie St. 


New Orleans, La. 
628 


Houston, Tex. 
st Se. Peters St. 


1201 Commerce 
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Pacific Northwest Convention 


(Continued: from page 74) 


succeeded in keeping the delegates 
convulsed with laughter. 

The session ended on its highest 
note of optimism, struck by W. O. 
Munsell of Mitchell, Lewis, Stacer 
Company, Portland, Oregon. Mr. Mun- 
sell pointed out the acknowledge 
favored position of the Pacific North- 
west which is noticeably feeling a move- 
ment of immigration of people and 
farmers from marginal lands and from 
drought stricken areas to lands of this 
section. For months past the Pacific 
Northwest has stood high on all busi- 
ness charts and maps of trade and 
business, and the great construction 
project of the Grand Coulee dam, 92 
miles west of Spokane in central 
Washington, is having a lifting effect 
on all branches of trade in this area. 

Following the adoption of the report 
of the committee on resolutions which, 
as stated, expressed disapproval of any 
proposed sales taxes and approved the 
appointment of a “Power” committee 
to cooperate with a similar committee 
of the National association, with power 
to act on all state legislation dealing 
with the merchandising of hardware 
through power agencies, the delegates 
present elected Martin Bower of Ritz- 
ville, Washington, as a member of the 
Implement Code. Spokane was unani- 
mously selected as the convention city 
for 1936. 

With business concluded, the whole- 


salers were hosts to the retailers and 
all lady guests at a delightful banquet, 
an affair of entertainment and good 
comradeship. 

The meeting for the first day closed 
with the appointment of the various 
committees by President Oud and the 
election of directors of the association, 
as follows: 

Nominating committee—A. L. Barnes, 
Lewiston, Idaho; John Miller, Lind, 
Washington; Simon Dreifus, Colfax, 
Washington, and M. B. Rushton, Ken- 
newick, Washington. 

Resolutions committee —H. Brem, 
Moscow, Idaho, and L. M. Collins, 
Fairfield, Washington. 

Auditing committee—A. R. Watzke, 
LaCrosse, Washington; C. H. Thei- 
mans, Espanola, Washington. 

Directors for one year—Earl Kidder, 


St. Maries, Idaho; F. W. Eberline, 
Spokane. 

Directors for two years—A. R. 
Watzke, LaCrosse; A. R. Barnes, 


Lewiston, Idaho. 

Directors for three years — John 
Miller, Lind; A. G. Ferguson, Pot- 
latch, Idaho. 

The sessions of the second day 
opened with the election of officers, 
those who served for 1934 being in 
each case reelected; John Oud, presi- 
dent; John Miller, vice-president, and 
W. H. Richardson, secretary, Harring- 
ton, Wash. 





Hardware Age's Courtroom 


(Continued from page 65) 


were attribues of his business when 
they are entirely lacking. If in po- 
lice protection legislation making dis- 
tinctions among those opening stores 
may be valid, it must be by separate 
and special treatment, adapted for the 
purpose and without confusion with 
unrelated subjects of classification. 
“The law’s classification of those 


opening stores with those who are 
itinerant vendors in fact is not sus- 
tainable, either as to all of them or 
to certain groups of them. The dis- 
criminations against them in favor of 
the established storekeeper are too 
heavy in proportion to such slight 
interest as the public may have for 
the classification.” 





Nesco Seasonal 


Catalog Calendar 


The Seasonal Catalog Calendar fulfills 
the requirement of the daily and monthly 
reference and catalogs the various lines of 
merchandise manufactured by the company 
in their logical position as influenced by 
the month in which the consumer will 
ordinarily find use for utensils of this type. 
The calendar is designed to help in the 
management of purchases. The twelve 


monthly calendar sheets feature the best 
sellers in Nesco products. The calendar 
which is a_ self-indexing merchandising 
guide lists for February, as an example, 
galvanized requirements such as garbage 
cans, sprinklers and other seasonal met- 
chandise. The calendar is designed for 
use as an advance guide for laying mer- 
chandising plans, in addition to the regu- 
lar calendar of current, preceding and fol- 
lowing months. National Enameling & 
Stamping Co., 270 N. 12th St., Milwaukee. 
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Every Customer Who 


Enters Your Store 
A Potential Buyer Of 





Ball Bearing Casters 


Other items in your stock may be seasonable. Other items 
may appeal only to a few. Other items may be sold only 
once .. . but Arme Ball Bearing Casters sell the year 
round and everybody needs them. 


Why are Armes in constant de- 
mand? Because they roll. They roll 
in any direction, smoothly, quietly. 
They protect floors and floor cover- 
ings. Everybody needs them and 
*most everybody uses them. 


Roll Armes on the Counter 
or on the Palm of Your Hand 


Give an actual demonstration. Show 
people what these casters do and why 
they are better. Customers are al- 
ways interested, and, in this way, 
sales are readily made. Stock Arme 
Ball Bearing Casters. Sell them 
and increase profits and sales. 





Tue ScHatz MANUFACTURING Co. 
POUGHKEEPSIE NEW YORK 


FEBRUARY 14, 1935 























You Will Attract a Bigger Business on 
Door Hangers—Tracks and Garage 
Door Hardware with This Modern 


Wagner Line. 


FOLDZ-TITE HANGERS 
AND GARAGE DOOR SETS 


Modern — efficient — easy 
to install equipment for op- 
erating sliding folding doors 
in various combinations. In 
sets for many combinations 
of doors. 





CLOZ-TITE 
HANGERS 
AND GARAGE 
DOOR SETS 


Improved, easy 
operating equip- 
ment _ insuring 
weather - tite 









Many superior fea- 
tures distinguish 
Wagner Garage Door 
hardware. Ease of in- 
stallation is one— 
smooth operation is 
openings. In sets another. Lasting qual- 
for many combi- ity completely satis- 
nations of doors, fies users. 


\ 

5 NEW WAGNER CATALOG 
\ Shows complete Wagner 
line. Available thru lead- 
ing hardware wholesalers 
who handle Wagner prod- 
ucts. 








MFG. CO., CEDAR FALLS, IA. 


Manufacturers Of 
Door Hangers, Tracks and Sliding Door 
Hardware for More Than 33 Years. 














129 








EXTRA 


The REVOLUTIONARY 
NEW 1935 EVEREDY DOOR 
CLOSERS are ready! 


See the Radically New 
“DOUBLE-JOINT” that makes 
it work efficiently in any posi- 
tion... “YOU CAN’T PUT 
IT ON WRONG.” 


The New “DOUBLE-JOINT- 
ED” Door Bracket also ban- 
ishes the cause of worn out 
cup washers, lost compression 
and “returns for credit.” 


This means MORE SALES, 
MORE PROFITS and MORE 
SATISFIED CUSTOMERS for 


Hardware Dealers. 


* 


HARDWARE DEALERS: 
See your Jobbers at Once! 


HARDWARE JOBBERS: 


Write to us direct! 








The 
a1 40) 4-11 
EVEREDY ® oe 





(fw A MERMAID PRODUCT 


This 2,000 year old article goes 
modern in a big way. The BIG 
NEW IDEA: Get the dirty work 
done in a hurry. Do you know 
any modern woman who won't 
spend 10c—1i5c or a quarter to 
slice a big hunk out of her daily 
household grind? Anna Sponge 
is sterilized — sealed in cello- 
phane—package booklet in color 
explains many uses. Send penny 
post card for full color circular 
34 showing amazing new display 
that sells Anna Sponge on sight. 
Please give your jobber’s name. 

AMERICAN SPONGE & CHAMOIS CO., INC. 

47 ANN STREET, NEW YORK 
809 Montgomery Street, San Francisco 
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Kentucky Convention Report 


(Continued from page 75) 


tory of the United States had there 
been such a back log of potential 
needs. 

G. W. Sulley, National Cash Regis- 
ter Company, felt that definite improve- 
ment in business was evident. He 
stated that in his own firm cancella- 
tions had dropped from 55 to 10 per 
cent, and sales in 22 foreign countries 
had increased 150 per cent. Saying 
that 20 per cent of the merchants sold 
80 per cent of the merchandise, he 
asked retailers to compare their busi- 
ness with the average and find out to 
which group they belonged. He said 
successful merchants knew their mer- 
chandise thoroughly and taught their 
employees to know it equally; they ad- 
vertised, modernized, analyzed and con- 
trolled their business. He emphasized 
the importance of attractive layout and 


stock control to fill customer desires. 
Mr. Sulley stressed control of expense 
by percentage, and the necessity of 
quick turnover. He urged a weekly 
analysis of sales in relation to margin, 
expense, net profit and volume. 

Officers elected were: A. B. Rum- 
ley, Midway, president; Karl H. 
Young, Louisville, first vice-president; 
Charles Zimmer, Jr., Covington, sec- 
ond vice-president; secretary-treasurer, 
J. M. Stone, Louisville—the twenty- 
eighth time elected to this office; |, 
Mason, Adairville, and R. E. Mat- 
tingly, Adairville, members of the 
Board. 

On Tuesday evening a delightful re- 
ception was held in the Seelbach ball- 
room, with music, refreshments and 
cards, Wednesday at noon a banquet 
was given in the Seelbach Rathskeller. 





Idaho Convention Report (Continued from page 76) 


instead of exempting cities of 2500 
population the dealer employing 12 
men or less have code exemptions and 
that some form of price protection 
should be asked for. 

The “Look into 1935” by W. O. 
Mundell, president and general man- 
ager of the Lewis and Staver Company 
of Portland, was an optimistic one. He 
mentioned two things which were ex- 
ceedingly favorable, the great help 
given the farmers by the government 
relief agencies and the fact that many 
farmers from the drought sections were 
moving west to settle permanently. He 
hopes that some form of unemploy- 
ment insurance will be worked out in 
the near future. 

R. H. Young of Parma, one of the 
largest agricultural growers of the 
state, spoke on “Transportation Prob- 
lems in Idaho” in which he pointed to 
the most unjust discrimination against 
the citizens of the state when it came 
to freight rates. “This discrimination 
affects you hardware men seriously, al- 
though indirectly,” Mr. Young ex- 
plained, “because it is the farmer who 
buys your merchandise. During these 
depressing times while farm products 
have been selling as low as 50 per cent 
of pre-war normal our freight rates 
have remained at 140 to 160 per cent 
of the pre-war rate.” 

The Association adopted the report 
of the legislative committee which en- 
dorsed two local measures: opposition 
to any new form of taxation, and a bill 
making city, county and state officials 
subject to suit for just debts, instead 
of the exemption which they now en- 
joy. 

The resolutions committee presented 
the statement of policy of the board of 


governors of the National organization, 
which was unanimously adopted as 
were also the resolutions passed by the 
National Association along general 
policy lines. 

Pocatello was selected as the next 
meeting place. New officers elected 
were as follows: President, R. B. 
Wells, Hailey; vice-president, Frank 
Daley, Jerome; Directors: Sam Lund, 
Weiser; C. A. Harris, Rexburg; Carl 
H. Butler, Caldwell; Roy S. White, 
New Plymouth; Coe M. Price, Wendell. 

Roy S. White, New Plymouth, was 
reelected Idaho member of the central 
code authority retail farm implements 
trade. 

E. E. Lucas of Spokane, secretary- 
treasurer, might be termed the “peren- 
nial secretary” since he has served in 
this capacity for three different allied 
hardware organizations of Idaho and 
adjoining states for the past 20 years. 

Since Utah comes under the Idaho 
code administration it was voted to ex- 
tend an invitation to the Utah associa- 
tion to join with the Idaho association 
in a joint meeting. 

The social side of the convention was 
particularly enjoyable. The wives of 
the delegates were entertained at 
luncheon at the Hotel Boise Tuesday 
with a card party later and Wednes- 
day noon C. A. Rich of the Coleman 
Lamp and Stove Co., Wichita, Kan., 
assisted by Mrs. Rich, served Idaho’s 
famous baked potatoes and_ grilled 
lamb chops at the Owyhee Hotel. 

Wednesday evening the S.H.I.P. ban- 
quet served in the crystal ballroom of 
the Hotel Boise, sponsored by the job- 
bers of the Idaho district, was arranged 
for 350 guests. 
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To the experienced architect or builder no sash cord is 

too good. One replacement job makes cheap cord cost 

more than Samson Spot Cord. More than forty years of 

adherence to one quality standard—one grade—one name 
and trade-mark has established Samson Spot Cord as the out- 
standing dependable value. For permanent buildings Samson 
Spot Cord is almost always definitely specified. By carrying it 
in stock you will get profitable business. 


Where a moderate priced window cord is suitable, and for an 
especially good clothes line, we offer Phoenix—a real sash cord 
and good value. Phoenix is made all yarn construction, firmly 
braided, smoothly finished and has a minimum of stretch. 
Phoenix may be stocked for both sash cord and clothes line use. 
It costs a little less than Spot Cord but is dependable quality 
at a modest price. 


We make cotton twine and all kinds of braided 
cord for various uses. Write for catalogue. 


SAMSON CORDAGE WORKS 


Boston, Massachusetts, U. S. A. 





FEBRUARY 14, 1935 











New!! No. 45 


A new idea in 
outdoor comfort 
and a new source 
of profitable 
sales. This 
strong and at- 
tractive Yacht 
style chair, made 
in the low price 
range. Furnished 
in natural finish, 
or lacquered red, 
green, orange or 
blue with colored 
stripe covers. 


Send for sample. 





NOVEL! 


: > ‘ 

A Popular “Reprint . at Ly 
Continued by popular de- be F ~- 
mand. Our ‘Sea Breeze’’ de- j | 
sign is same as our regular 
No. 35 series, except canvas ( a 
is solid color with hand- 
decorated design. Another a 
folding chair—cool, comfort- Von 
able, colorful—that’s a proved - 


money-maker. Different col- BN 
y- 


or combinations. Send for 


sample. . 
No. aa” 


No. 40 AS 
A STORY of Sales 


This colorful recliner has 
hardwood frame and striped 
cover. Various combinations. 
This model has arm rests. 
(Other members of the 40 
Family have both or neither 
arm and feet rests, also re- 
movable canopy). Cash in on 
this self - selling Recliner. 
Secure sample! 


PN 




















FREE BOOK! Secure 
Our 1935 Catalog is Ready — 
And now the Book of the Year! Our S a 
annual catalog is just off the press. Chairs 
Every dealer should have this book. 

Show our line of folding camp and May be re- 
lawn furniture and the TUCKER’WAY, turned or 
our famed all wood folding chair. Some kept as part 
items in actual colors. Free! Send of order. 

for copy. 

Tucker Duck & Rubber Co. 
S& Dept. D-1 Fort Smith, Arkansas 
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Chasers 
Must be 
“‘Backed-off”’ 
Today 


ARMSTRONG BROS. Stocks are of Certi- 
fied Malleable Iron, accurately machined 
and now Cadmium Plated. Trim, balanced 
tools, they take the awkwardness out of 
pipe threading. 

ARMSTRONG BROS. Dies are Special 
Vanadium Tool Steel with ‘“‘backed-off’’ 
teeth that start easily, cut with less effort, 
cut faster, smoother threads and come off 
pipe without tearing or jamming. 

Today pipe tool buyers know that dies must 
be “backed-off”’ to eliminate “drag,” to cut 
smooth threads. They have also learned to 
look for the Arm-and-Hammer Mark as 
the guarantee of highest quality. 


Write for the new B-35 Catalog show- 
ing the latest additions to the most 
complete line of pipe tools made. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
314 N. Francisco Ave., CHICAGO, U. S. A. 








Don’t Let It 
Run Away From Youe 


You’ll find many good accounts 
advertising for sales representatives 
in the Classified Opportunities Sec- 
tion. 

Many of these side lines may be 
just what you need to increase your 
commissions. 

If you don’t find the kind of 
line you want, why not adver- 
tise for it? Many manufacturers 
look through the Sales Accounts 
Wanted advertisements before they 
advertise for salesmen. 

Take advantage of the oppor- 
tunity the Classified Section offers 
you to keep in touch with the sales 
positions that are open. Read the 
classified section of each issue. 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St, New York City 


See i Ai i al a li A a 
ee Ne NN SE SE 
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Indiana Convention Report 


Continued from page 77 


title of a paper by N. E. Given, 
Bemidji, Minn., president of the Na- 
tional Retail Hardware Association. 
He reviewed the activities of the Na- 
tional Association in code preparation 
in Washington. Mr. Uhalt was called 
home from the retail salesmen’s night 
and the discussion was short. 

Ralph O. David, Logansport, was 
elected president of the organization; 
Frank P. Duncan, Gosport, vice-presi- 
dent, and G. F. Sheely, Indianapolis, 


managing director. Carl Miller, Ken- 
dalville, was named a new member of 
the executive board to fill the vacancy 
created by Duncan, elected vice-presi- 
dent. Karl L. Fenger, New Albany, 
and Robert Kelly, Winamac, were re- 
elected to the executive board. Alfred 
S. Gronemeier, Mt. Vernon, retiring 
president, was chosen a member of 
the advisory board to replace I. O. 
Reinoehl, Kendalville, whose term ex- 
pired. 





Six Point Merchandising Plan for 
Dealers Developed by Salt Lake 
Hardware Co. 


Flexibility and Completeness of Advertising Services 
Iniportant Feature of Plan Which Aims to Put Retailers 
in Price Competition and Help Them Meet Current 
Merchandising Competition Also 


HE Salt Lake Hardware Co., 

Salt Lake City, Utah, hardware 
wholesalers, is operating, in 
cooperation with its dealer-custom- 
ers, a Six Point Merchandising Plan. 
Briefly these points are: 1—This 
wholesaler undertakes to be purchas- 
ing agent for the dealers, studying 
the competition faced, the lines sell- 
ing actively in the area served, and 
the methods used by competitive 
channels that hardware stores may 
intelligently bid for the consumer’s 
business on the right, basis. 2—A 
catalog “the Six Point Merchan- 
diser,” set up in units, covering sev- 
eral hundred items required to put 
the dealer in competition. Retail 
selling descriptions as well as con- 
sumer prices are included. 3—This 
wholesaler undertakes to offer prices 
which provide some margin and still 
place the dealer in a favorable posi- 
tion to compete with the chains and 
mail order houses, issuing price data 
including dealers net price, retail 
price necessary to compete, margin 
available and the quantity require- 
ments to obtain the price. 4—A 
plan to share reduced margin losses 
on highly competitive items on which 
the dealer takes 2/3 and the whole- 
saler 1/3 of the loss involved, all 
of which is detailed in the data fur- 
nished. 5—Four page, two color 


broadsides with dealers imprint at 
low cost. Merchandise is shown in 
unit ads, priced competitively and 
with illustrations and value creating 
sales messages. This promotion plan 
has great flexibility permitting the 
dealer to choose his own unit ads 
for pages one and four of the broad- 
side whereas the inside spread fea- 
tures current items of general in- 
terest to the entire territory served. 
6—Merchandising helps, such as 
show cards, streamers, price tags, 
display cards, and other window and 
counter display material tied up with 
the general campaign. 

For all phases of this plan, con- 
venient and simple order forms have 
been prepared. Supplementary spe- 
cial sales can be arranged and the 
plan is available to all interested 
dealers. Mailing services are avail- 
able at low cost as are materials and 
help for preparing newspaper ad- 
vertising, circular letters and other 
extra promotion efforts where prac- 
tical and desirable. 

Chas. L. Wheeler, vice-president 
and assistant manager, has given 
this Six Point Plan his personal at- 
tention and study, in which work he 
is assisted by W. E. Gnadt, of the 
company’s dealer merchandising ser- 
vice department. 
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"= wie Join the Sea-going delegates to the 


-~ MIAMI CONVENTION “"%::°" 


; iling fr , ay, April 3, at 3 p.m. 
Aboard S.S. IROQUOIS: ‘Ssissfanxestol eae ae 


Return sailings from Miami every Saturday and Tuesday, arriving New York following Tuesday or Friday morning, 
respectively. Your special Convention fare ticket may be used returning from Miami up to and including the sailing 
on April 30th. 


SPECIAL CONVENTION ROUND TRIP $60 


Including meals and stateroom 





Fe 
ayer 


Give yourself the boundless joys of cruising in a big, luxurious liner. Almost three whole days each way. Exer- 
cise on spacious decks in tonic sea air and sunshine. Relax when you feel like it, eat and drink of the finest, till 
your heart’s content. There’s plenty of social diversion, too . . . games, dancing to a lively orchestra. It’s all 
one grand floating club to play in, to rest and really live in, when and as you will ... with the pleasant informal- 
ity and congeniality that shipboard’ days inspire. Make THIS convention do double duty. . . Ship with the sea- 
going delegates and have a real vacation to look back on when it’s all over. 


Superior accommodations at the following extra charges—round trip— 
(per person) 


Outside rooms on saloon deck ........<..060cc06sscccess00 $12.00 
Outside rooms on promenade and boat decks .......... $16.00 
Outside rooms of preferred location and size .......... $20.00 
Outside rooms with private toilet ..................05- $24.00 
Outside rooms with private toilet and shower bath..... $30.00 


Special rates on suites quoted upon application 


For reservations and further information apply 


CLYDE - MALLORY LINES 
New York—545 Fifth Ave., or Pier 34, North River 
Philadelphia—1114 Lincoln-Liberty Bldg. 
Boston—50 Franklin St. 
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American Hardware Manufacturers Association 


a 
Southern Hardware Jobbers Association 


(Wileome to the 


MIAMI BILTMORE HOTEL 
Miami, Florida 
“Center of the Wintertime World” 
—oe- 
Here’s to your Convention’s success, April 8, 9, 10 and 11... and your personal enjoyment of “the most amazing 
vacation ever conceived.” The Miami Biltmore schedule includes many extra courtesies for you. 


ADVANCE REGISTRATIONS ARE EXTRAORDINARILY HEAVY. MEMBERS ARE URGED TO MAKE THEIR CONVENTION 
ates Gear fa" AS POSSIBLE. WRITE OR WIRE DIRECT TO CONVENTION DEPARTMENT, MIAMI BILTMORE 
EL, MIAMI, FL DA. 











Th e Stor y Oo f the Year after year HARDWARE AGE has led its field 


in the volume of classified as well as display adver- 


M WA N T A D a tising published. @ Its classified columns have proven 


a valuable aid in bringing together buyer and seller, 


A Business paper’s value as a vehicle for employer and employee. Those who contact the 
“Want Ads” depends upon how widely and hardware trade most closely know, from observation 
thoroughly it is read in its field. @ Every and experience, that HARDWARE AGE is most 
classified advertiser in placing his adver- 
tisement in HARDWARE AGE offers spon- 
taneous evidence of his conviction that this 


a -: + HARDWARE AGE - : - 


widely and thoroughly read by live hardware men. 
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A New Years Message to Salesmen 
From Their Sales Manager 


Two interesting letters written by Geo. M. Evenson, vice- 

president and sales manager, Knap & Spencer Co., Sioux 

City, Iowa, to that company’s salesmen. These reflect the 

proper cheerful attitude toward entering ‘a new year of busi- 
ness experiences 


WE BEGIN 1935 


“Well, what of it,” remarks the 
cynic. “It’s not the first New Year 
this old world has seen.” 

All that is quite true; but I al- 
ways find many new and interesting 
things at the beginning of every 
year; and I hope I will not have to 
see a New Year born when I do not 
get a thrill out of anticipating what 
the New Year holds in store. 

There is something about coming 
events that always thrill me. 

The beginning of 1935 particu- 
larly thrills me. 

I have always schooled myself to 
meet, hopefully and with confidence, 
every approaching event. 

I do not fear the future, either 
here on earth nor in the hereafter. 
Perhaps this is because I know I 
shall meet every event that crosses 
my pathway with a confident feel- 
ing (not that I will come through it 
victorious, but), that I will put into 
each problem . . . each task . . . each 
contest, the best I have in me; and 
when I have done that, I have done 
my best, and I know that I can not 
do more. 

We have reason to be hopeful of 
1935. It promises to be the year 
that will be the beginning of a wet 
cycle of years. We have had dry 
and wet periods before: We will 
have them again. 

There is a more hopeful atmos- 
phere throughout our territory. 

We are enjoying seasonable 
weather and that aways helps busi- 
ness. 

There is more money in our area 
than a year ago. The Administra- 
tion at Washington has definitely de- 
cided to continue spending Federal 
money. 

The residents of this territory will 
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aggressively follow a rebuilding and 


repairing program. 

Fences need repairing. . . . Barns 
need repainting and repairing. . . . 
Stoves need replacing. A multitude 
of needs are to be supplied, and 
people have the money with which 
to buy 

Some people can learn neither 
from books nor experience. They 
are simply unteachable. 

You will recall that wise remark 
made by Aristotle, the Greek phil- 
osopher. When asked how one 
could become a good flute player 
he said: “A man becomes a good 
flute player by playing the flute: A 
man also becomes a bad flute player 
by playing the flute.” 

What he meant was that men in 
business won and lost in the same 
town: And just so it is with us sales- 
men. Out somewhere, anywhere in 
our territory, there are men who 
are winning as salesmen, and in the 
same territory . . . making the same 
town . . . calling on the same people 
there are salesmen who are losing 

. . who are failures as salesmen. 

Age is not a certain index of wis- 
dom: Youth is not an infallible sign 
of foolishness. At 25, some men 
have superior judgment to many men 
of 60; but the young man who is 
wise at 25, is usually still wiser at 
60; whereas the fool at 25, is still 
a fool at 60. 

The surest index to whether you 
are getting all the business you 
should get out of your territory, is 
the ratio of your sales to the total 
purchases of your territory. 

Watch your competitors in 1935 
and be Not satisfied with your own 
work, so long as you have a com- 


- petitor who is more successful than 


you. 


WHERE ARE WE GOING, IN 
1935? 


How much time have you con- 
sumed, during the past month, think- 
ing about 1935—making plans for 
your work—analyzing your failures 
in 1934 until you see clearly, the 
reason, and change your method of 
“approach” to make each contact 
produce the order you want. 

I presume this “planning” idea 
can be overdone; but for every man 


.who overdoes it, there are hundreds 


who “under-do” it. 

Going after business without a 
definitely prepared plan is as un- 
economical as starting the construc- 
tion of a railroad tunnel without 
proper surveys and plans. 

It’s always a pleasure to watch a 
salesman work, who has a plan and 
rarely does he fail of his objective. 

I believe all men should spend the 
necessary hours at the beginning of 
a new year, to plan a campaign of 
operation so they may know defi- 
nitely what they are after. 

To start the new year walking the 
same paths you trod in 1934—all- 
ing on the same accounts—robs you 
of the thrill that comes to every man 
when he makes new and profitable 
contacts and sales. 

There are still many very desir- 
able hardware accounts in our trade 
territory that we do not sell—that 
we want to sell—that we ought to 
sell. 

I realize these new accounts are 
hard to attain. They will not fall 
in your lap. 

During 1934 a few of our sales- 
men picked up some very desirable 
new accounts. One that I have in 
mind, our salesman called upon for 
months. He was about to give up 
the task, when the dealer gave him 
his first order. Since then, our sales- 
man has never failed to receive an 
order when he has called. 

Why not do a little hard thinking 
and planning for the year 1935. 
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ARE YOU LOOKING FOR 


Women’s Merchandise? ff 


You need look no farther! Every woman is interested in produc- 
ing the best cup of coffee for her family and guests—The 
Drip-O-lator will do it! It is the ideal coffee server—suitable for 
the most daintily set table. It will sell in volume and your margin 
of profit is good. 


YOU CAN PEP UP YOUR SALES 
WITH THIS FAST SELLER 


GENUINE 
Drip-O-lator 


HAS NAME 
BRANDED ON 
BOTTOM FOR 
YOUR 
PROTECTION 


If your jobber can 
not Supply You with 
the Genuine Drip-O- 
lator, Write Direct 
to us and give name 
of jobber. 


ORIGINATED — PATENTED— MANUFACTURED BY 
THE ENTERPRISE ALUMINUM CO., Massillon, Ohio 








PMAASASOT SE OK EHS ESS SCODPOSR HH OS® 


Unequaled 
sales opportunities 
IF YOU CARRY 


White Mountain 
Freezers 






Tue improved triple motion White Mountain Ice Cream 
Freezers, through their world-wide reputation, offer un- 
equaled sales opportunities. Their construction is superior 
to any on the market. They wear better, and are simple, 
sure and smooth in operation. In addition, a proposed 
national advertising campaign will increase still further 
your sales opportunities. Insist on the best known freezer 


—the Triple Motion White Mountain Freezer. 
Sold only through Jobbers. Manufactured Exclusively by | 


The WHITE MOUNTAIN FREEZER COMPANY, Inc. 
Nashua, New Hampshire 





New Boxes i in Color 


M2 o 


“~ Fowler & Union 


<5) SN Sets the Pace! 








am 






‘ 
OOD news! 
Package ex- 
perts said new 
boxes would in- 
crease Horse 
Nail sales — and 
they are! That’s 
the news from 
everywhere. 


























Order your stocks of 
Fowler & Union 
brands in the new 
boxes now — the 
blacksmith’s favor- 
ite for 50 years— ee 
then watch yourO* , 
Horse Nail sales fess 
grow in ’35! e . 


Write for color 
folder, prices, new 
Testing Laboratory 
reports on Horse 
Nail quality. etc. 













All 3 brands 
packed in both 
1 Lb. and 5 Lb. boxes. 








Order from your jobber! a 


he 
Pn 





FOWLER & UNION HORSE NAIL CO. 


1000 MILITARY ROAD, BUFFALO, N.Y. 





It is also easy to increase your sales and 
profits on mowers and garden tools with 
this fine silent lawnmower. Write for 


folder No. A.G. 
YARD-MAN, Inc., Jackson, Mich. 
THE SILENT 


2000000000000000000000e0ee008e |The FIRST and ONLY Silent Lawnmower 
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Linpsay, Ont.: Who makes Bernard 
cutting pliers?—The Lindsay Hard- 
ware Co. 

ANSWER: Wm. Schollhorn Co., 
New Haven, Conn. 

* * * 


Santa Barsara, CaLt.: Who makes 
(1) a flashlight razor retailing for 
$1.50, and (2) the Hollywood mirror 
retailing at $4.95?—Ott Hardware Co. 

ANSWER: (1) Allbright Electric 
Corp., 48 W. 21st St., New York City. 
(2) Newton Electric Mirror Co. 

* * * 


New KensinctTon, Pa.: Furnish 
name and address of the manufacturer 
of McKinnon basket balls——Johnston 
Hardware Co. 

ANSWER: McKinnon Leather Prod- 
ucts Co., 250 Amherst St., Buffalo, 
WN. ¥. 

* * * 

Miptanp Park, N. J.: Who makes 
Blue Rhythm harmonicas? — Jacob 
Bakker. 

ANSWER: M. Hohner, Inc., 351 
Fourth Ave., New York City. 

* * * 

Puitipspurc, Pa.: Where can we 
obtain fire extinguishers of the glass 
ball type?—Jones & Co. 

ANSWER: Safety Fire Extinguisher 
Co., 291 Seventh Ave., New York City. 


* * * 


Hoisincton, Kan.: Where can we 
get repairs for the Monitor, 410 ga. 
shotgun?—John M. Lewis. 

ANSWER: This is a private brand 
of Paxton & Gallagher Co., Omaha, 
Neb. 

* * ” 

ATTLEBORO, Mass.: We are receiving 
calls from the newspaper boys for a 
money changer to retail at $1 or $1.50. 
Can you suggest possible source of sup- 
ply ?—William F. Flynn & Son. 
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tion or issue. 


ANSWER: Cleveland Fare Box Co., 
4900 Lexington Ave., Cleveland, Ohio; 
Johnson Fare Box Co., 4619 Ravens- 
wood Ave., Chicago, Ill.; and J. L. 
Galef, 75 Chambers St., New York City. 


* + 


Nortu Star, Oun10: Who makes Sim- 
plex platform scales?—North Star 
Hardware and Implement Co. 

ANSWER: Stimpson Corp., Logan 
St., Louisville, Ky. 


+ + 


Cincinnati, Onto: Who makes a 
wire refrigerator basket for eggs?— 
W. J. Wittekind Hardware Co. 

ANSWER: Union Steel Products 
Co., Albion, Mich. 


+ + 


Houma, La.: Provide address of the 
Central Stamping Co.—Houma Whole- 
sale Co., Inc. 

ANSWER:* 591 Ferry St., Newark, 
N. J. oa 
# * «* 

PLEASANTVILLE,“N. Y.: Furnish name 
and address of aity firm specializing in 
very small pipe fittings and valves for 
model work?—Cornell-Haviland Co., 
Inc. 

ANSWER: Boucher Playthings Mfg. 
Corp., 150 Lafayette St., New York 
City. 

* * * 

Mr. Stertinc, On10: Where can we 
obtain parts for a Church fence 
stretcher?—-Haas Hardware Co. 

ANSWER: Keystone Steel & Wire 
Co., Peoria, Ill. 

* * - 

LakE Pracip, N. Y.: Provide names 
and addresses of several firms special- 
izing in giftwares retailing from 50c to 
$2.—Lake Placid Hardware Co., Inc. 

ANSWER: Bush Terminal Build- 
ings Co., 130 W. 42nd St., New York 
City; Mary Ryan, 225 Fifth Ave., New 
York City, and S. J. Goldhill & Co., 411 
Fifth Ave., New York City. 





Information regarding sources of supply 
of Hardware Age by the Who Makes It? Editor is here pre- 
sented as an aid to others in the trade who may be seeking the 
same articles. The inquiries reproduced have been selected be- 
cause of their general interest to hardware merchants and buy- 
ers. This editorial feature in each issue supplements the ser- 
vice rendered by the “Who Makes It?” issue published on Sept. 
27, 1934. When writing to the firms mentioned, state that you 
saw the product listed in Hardware Age “Who Makes It?” sec- 





Who Makes It? 








as provided readers 


PiepMont, Axa.: What firms can 
supply us with wood excelsior making 
machinery?—Ivy C. Turner Hardware 
Co. 

ANSWER: Crescent Excelsior Ma- 
chinery Co., E. Pratt & Belt R. R., Indi- 
anapolis, Ind., and Indianapolis Excel- 
sior Machinery Co., 421 W. South St., 
Indianapolis, Ind. 

* * * 

Douctas, Ariz.: Where can we ob- 
tain a battery operated wheel chair? — 
Posten-Arthur Hardware Co. 


ANSWER: Custer Specialty Co., 
Dayton, Ohio. 

* * * 

SHEBOYGAN, Wis.: Who makes the 
Ben Turpin crow call?—Frank Geele 
Hardware Co. 

ANSWER: Tom Turpin, 1150 East- 
moreland Ave., Memphis, Tenn. 

* * * 

Bancor, Maine: Who makes Blue 
Grass, D Handled shovels?—Rice & 
Miller Co. 

ANSWER: This is a special brand 
of the Belknap Hardware & Mfg. Co., 
Louisville, Ky. 

* * * 

Jackson Heicuts, L. I., N. Y.: Who 
makes Golden Glow metal polish?—M. 
Kresel. 

ANSWER: Grady Mfg. Co., 250 Ely 
Ave., Long Island City, N. Y. 

* * * 

Manassas, Va.: Who makes the 
Acme turn plow?—Manassas_ Hard- 
ware Co. 

ANSWER: Southern Plow Co., Co- 
lumbus, Ga. 

* * * 

PHILADELPHIA, Pa.: Who makes an 
iron file handle having a thumbscrew? 
—McCormick Hardware Co. 

ANSWER: Millers Falls - Goodell 
Pratt Co., Greenfield, Mass. 

* * * 

New Pattz, N. Y.: Where can I pur- 
chase a wick for a Capitol, No. 77, oil 
heater ?—George A. Oates. 


ANSWER:  Raybestos - Manhattan, 
Inc., Bridgeport, Conn. 
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CLEVELAND 


& WALL PAPER 
CLEANER 


The best since 1888. 
Nationally advertised. 
Most profitable to han- 
dle. Order of your 
jobber NOW. 


The 
Cleveland Cleaner 


& Paste Co. 
Cleveland Ohio 


Meet us at the 
Hardware Shows 
















PAINTERS’ FRIEND 
CLEANER 


The universal cleaner “For All 
Hard-to-Clean Surfaces.” A necessity at house clean- 
ing time. Priced within the means of all. Real 
satisfaction for the housewife. Good profit for you. 
Order of your jobber. 











































MAKE A NOTE_IN 

YOUR “WANT BOOK” TO ORDER 
EACLE 
OILERS 




















Before you know it farmers, garage men, 
machinists, etc., will be asking for oilers. 
You want to make all these sales by stock- 
ing Eagle Improved Hydraulic Pump Oilers. 
Guaranteed to pump any oil that will flow. 
No pump leathers. Bodies of seamless drawn 
steel double lock seamed to bottoms. Sizes 
for every requirement. They retail from 75 cts. 
to $2.15 each and return a substantial profit. 


GET STARTED 
EARLY THIS YEAR 


Remind those who come into your store of that 
oiler they need and intend to buy. Display Eagle 
Oilers on your counters and in your windows. 
Your jobber is stocked and ready to supply you. 


EAGLE MANUFACTURING CO., Wellsburg, W. Va. 
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It's time to make your choice 


BRUSHES 1» BAKER 


for @ Modern Styling 
@ Smart Merchandising 
@ Progressive Policy 


they make EVERY DEALER DOLLAR 
quickly turn itself WITH PROFIT 


baker brush C0. inc 


83 GRAND STREET NEW YORK 








Mast 





With the Sales-making Appeals of 
Deming Pumps and Water-Systems 


Get the facts about Deming Pumps and 
Water Systems. From this complete line 
you can select just the right equipment 
for the requirements in your territory. 


Line up with Deming for a big pump 
year in 1935. Write today for big 
FREE catalog, prices and discounts, 


THE DEMING COMPANY 


205 BROADWAY ee e SALEM, OHIO 


PUMP MANUFACTURERS SINCE 1880 
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AMERICAN Hardware Manufacturers Assn., 69th Semi-Annual 
Convention in conjunction with 45th Annual Convention of 
Southern Hardware Jobbers Assn., Miami Biltmore Hotel, 
Miami, Fla., April 8 to 11 inclusive, 1935. Secretary, 
Manufacturers Assn.: Chas. F. Rockwell, 342 Madison Ave., 
New York City. Secretary, Southern Jobbers Assn.: T. W. 
McAllister, Grant Bldg., Atlanta, Ga. 





Connecticut Hardware Association Annual Convention, 
Hotel Taft, New Haven, Conn., Feb. 26 and 27, 1935. Chas. 
F. Freeman, secretary, Branford, Conn. 





Missouri Retail Hardware Association and Mississippi Valley 
Farm Equipment Association Joint Annual Convention, 
Jefferson Hotel, St. Louis, Mo., Feb. 19 to 21 inclusive, 1935. 
F. X. Becherer, secretary, 5106 N. Broadway, St. Louis, Mo. 





Montana Implement and Hardware Association Twenty-sixth 
Annual Convention, Billings, Mont., Feb. 21 to 23 inclusive, 
1935. R. M. O’Hearn, secretary, Helena, Mont 


361TH ANNUAL Congress of the National Retail Hardware 
Association, Hotel Statler, Detroit, Mich., June 17 to 21 
inclusive, 1935. Managing Director, H. P. Sheets, 130 
East Washington Building, Indianapolis, Ind. 





New Encianp Hardware Dealers Association Forty-second 
Annual Convention and Exhibition, Hotel Statler, Boston, 
Mass., March 6 to 8 inclusive, 1935. 
tary, 140 Federal St., Boston, Mass. 





New Encuianp Houseware and Appliance Show, Horticultural 
Hall, Boston, Mass., Feb. 18 to 22 inclusive, 1935. L. A. 
Hinds, director, 90 Canal St., Boston Mass. 





New York Houseware Show, Pennsylvania Hotel, New York 
City, July 10 to 19 inclusive, 1935. Flo. English, secretary, 
Hotel Pennsylvania, New York, N. Y. 





Onto Hardware Association Forty-first Annual Convention 
and Exhibition, Columbus, Ohio, Feb. 19 to 22 inclusive. 
1935. Sessions: DeshlerWallick Hotel. Exhibition: Memo- 
rial Hall. John B. Conklin, secretary, 175 S. High St.. 
Columbus, Ohio. 


138 


CONVENTION CALENDAR 


Guy C. Small, secre- 








PENNSYLVANIA and Atlantic Seaboard Hardware Association 
Annual Convention and Exhibition, William Penn Hotel. 
Pittsburgh, Pa., Feb. 26 to March 1 inclusive, 1935. Glenn 
Pearce, managing director, 400 N. Broad St., Philadelphia. 





SOUTHEASTERN Retail Hardware and Implement Association 
Twenty-first Annual Convention and Exhibition, City Audi- 
torium, Atlanta, Ga., May 7 to 11 inclusive, 1935. H. M. 
Simmons, secretary, 317 Ten Forsyth Street Bldg., Atlanta. 





SouTHERN CALIFORNIA Retail Hardware Association Annual 
Convention and Exhibition, Shrine Civic Auditorium, Los 
Angeles, Cal., Feb. 18 to 20 inclusive, 1935. J. V. Guil- 
foyle, secretary, 1122 Pacific National Bldg., Los Angeles. 





Tue Harpware Association of the Carolinas Annual Conven- 
tion, Hotel Charlotte, Charlotte, N. C., June 11 to 13, inclu- 
sive, 1935. Arthur R. Craig, secretary, 803 Commercial 
Bank Bldg., Charlotte, N. C. 





Tue Retam Hardware Association of Alabama Annual Con- 
vention, Gay-Teague Hotel, Montgomery, Ala., May 14 and 
15, 1935. J. H. Crowe, secretary, 410 N. 21st St., Birming- 
ham, Ala. 





TripLE CoNvENTION—Southern Supply and Machinery Dis- 

tributors’ Association; American Supply and Machinery 
and National Supply and 
Machinery Distributors’ Association. Carolinas Hotel, 
Pinehurst, N. C., May 14-16 inclusive. Southern Associa- 
tion Secretary-Treasurer: Alvin M. Smith, care Smith- 
Courtney Co., Richmond, Va. American Association Secre- 
tary-Manager: R. Kennedy Hanson, 604 American Bank 
Bldg., Pittsburgh, Pa. National Association Secretary- 
Treasurer: George A. Fernley, 505 Arch St., Philadelphia, 
Pa. 


Manufacturers’ Association, 





VirciniA Retail Hardware Association Annual Convention. 
Monticello Hotel, Charlottesville, Va., Feb. 19 and 20, 1935. 
Thomas B. Howell, secretary, 602 E. Broad St., Rich- 
mond, Va. ‘ 
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SURE SHARP 


KNIFE SHARPENER 
LATEST EDLUND ITEM 








Sharpens on a scientifically correct prin- 
ciple. A distinct improvement over pres- 
ent types. Sharpening wheels made of 
hardest steel known. Will sharpen hard- 
est stainless steel knives. Sturdily made 
for years of service. 


trated) comes with 
handle. 


Model 3H (as _ illus- ~ 





Model 3S can be 
serewed onto any flat 
surface. 


Packed in dozen lots 
in display carton. As- 
sorted handles in 
green, blue and yellow. 


Write your jobber 
or direct to 


EDLUND COMPANY 
BURLINGTON, VERMONT 
Can Openers, Eggbeaters, Jar Openers, Bottle Openers 























FISH ano FROG | 


a 


Arcade Fish and Frog Spears 
are made of the finest spring 
steel with hand forged points 
. . . barbs of special design to 
afford a firm hold without de- 
structive tearing or cutting of 
flesh. 

Finished in bright attractive 
green with aluminum finished 
points. Write for complete 


information. Your jobber will 





quote prices and supply you. 


ARCADE MANUFACTURING CO. 
FREEPORT, ILLINOIS 


ARCADE 





HARDWARE 
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DEALERS! 


Are You Getting Your Share of The 
New “Driver Workshop” Business 


 - 


These new Driver Workshop set-ups are composed of our regular tools, 
grouped together to sell at their total price. As an example you can 
sell a shop consisting of the 500 Lathe, 505 Jig Saw, 500 Drill Press, 
1/3 H.P. Motor, the necessary pulleys and belts, and including three 
instruction books for $49.95. An attractive price to any craftsman 
contemplating a shop of his own. There are an unlimited number of 
combinations you can make. Feature one of these combinations in 
your store window. Utilize our free dealer helps and you'll be enjoying 
more profits this year. 

If you haven't our new complete Dealer Brochure, write us and we 
will be glad to send it to you free of charge. 


ie 


— 
WALKER TURNER Co., INC. 


525 Berckman Street PLAINFIELD, N. J. 


SDRIVER POWER “= 














Right Now Do Every 


Shooter a Service 
By Selling Them 


HOPPE’S No.9 


OU know, perhaps better 
than they, that leading 
or other residue left in gun bores 

; through the winter encourages corro- 
sion—RUST! So remind them to keep their barrels 
mirror-bright with this sure bore-cleaner and rust- 


preventer. 

Sell HOPPE’S LUBRICATING OIL 
for guns in use, to keep working parts free of friction and 
to clean, polish and prevent rust on exposed surfaces. Pure, 
light, penetrating, will not gum. Sell it for all fine house- 
hold mechanisms — sewing machines, electric sweepers and 
mixers, for typewriters, bicycles, fishing reels. 

And HOPPE’S CLEANING PATCHES—NEW! 

Stock this latest Hoppe gun cleaning necessity. 
Carefully selected, soft, clean fabric, free from 
any abrasive substances. Five carefully chosen 
sizes, in sealed containers. Needed by every 
shooter. 

Order these Hoppe sellers from your Jobber 
... And see that your customers get HOPPE’S 
FREE GUN CLEANING GUIDE—vwrite us for 
a supply NOW. 

FRANK A. HOPPE, Ine. 
2314-A North 8th St., Philadelphia, Pa. 


NEW YORK: Ed. W. Simon Co., Inc., 302 Broadway 
LOS ANGELES: H. L. Bowlds, 108 W. 2nd St. 
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Price Competition Main Topic 
at South Dakota Meeting 


Hardware Association and the South Dakota Implement Dealers’ Asso- 


‘T= HUNDRED AND FIFTY members of the South Dakota Retail 


ciation met in annual joint convention Jan. 29, 30, and 31 in the 


Coliseum in Sioux Falls, S. Dak. 
“Meeting the Issue” was the conven- 
tion slogan, and after the issue con- 
fronting hardware and _ implement 
dealers had been met on a score of 
fronts in addresses and open forum 
discussions, members found encourag- 
ing signs of increased business in 1935. 

W. E. Kuhn, Belvidere, President of 
the Hardware Association, said in his 
opening address, “While we are not 
much given to making predictions for 
the future, we hear from many quar- 
ters that business is on the up grade, 
and I believe that most of you, if not 
all of you, have the same experience to 
report: increased volume over 1933.” 
Support of a campaign for legislation 
more favorable to retail business in 
general was urged by President Kuhn 
who also called for a close coordina- 
tion of dealers if the increase in busi- 
ness volume is to be sustained. 

The principal addresses of the open- 
ing session were given by C. C. Wag- 
ner, Federal Housing Administration 
official, and Irwin Douglas, Indianapo- 
lis, National Retail Hardware Asso- 
ciation representative. 

Mr. Wagner explained details of the 
Federal Housing Act, pointing out that 
hardware dealers -will benefit by the 
government’s home construction pro- 
gram. “Money spent for building,” he 
said, “will aid labor and will quickly 
filter into other channels of trade, put- 
ting millions of unemployed back on 
the job.” He declared that a survey 
had shown 16,000,000 American homes 
in need of at least $100 repairs on 
each and pointed out that this total 
was greater than the amount spent by 
the government on relief in one year. 

C. J. Christopher, manager-treasurer 
of the hardware division, announced 
that the membership of his group had 
increased 50 per cent in 1934. Mr. 
Douglas closed the first session speak- 
ing on “Association in Action.” 

“Trade Obligations” was the theme 
of the second session of the convention. 
H. M. Swain, sales manager of the 
Irwin Auger Bit Company, Wilming- 
ton, Ohio, speaking on “Obligations of 
the Manufacturer to the Wholesaler 
and Retailer,” charged that manufac- 
turers have been unfair to wholesalers 
and retailers in that they have given 
“inside prices” to chain store corpora- 
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tions and catalogue houses. This prac- 
tice, Mr. Swain said, has enabled these 
two classes to undersell the indepen- 
dent hardware dealer because of the 
lower costs for goods. 

“That is the reason chain stores and 





W. E. KUHN 


Retiring President 


catalogue houses have been able in 
some instances to undersell the inde- 
pendent dealer,” Mr. Swain said, add- 
ing that this practice is not an 
economic method of distribution. 

“And I will say this—the indepen- 
dent dealer could undersell the chain 
stores and the catalogue houses if they 
could buy their goods for the same 
prices.” He said that even in cases of 
small orders, chain stores and cata- 
logue houses can buy cheaper than 
the independent dealer. 

Mr. Swain recommended that the re- 
tail associations adopt a permit or 
label similar to that used by the Good 
Housekeeping Institute and issue these 
only to those factories distributing 100 
per cent to dealers. The South 
Dakota Association adopted the pro- 
posed emblem and plan. Mr. Mul- 
vaney added to Mr. Swain’s remarks 
and presided in an open forum dis- 
cussion of the proposal. 

F. H. Claussen, director of code 
activities of the Farm Equipment In- 
stitute at Chicago, spoke on “Farm 
Machinery and Economic Recovery.” 









He discussed the probability of in- 
creased business and new lines of 
machinery to be in demand as recovery 
becomes more pronounced. He asked 
dealers to “observe the codes not be- 
cause they are codes but because they 
are the right way to do business.” 

In the last session of the convention 
David E. Darrah, Chicago, Executive 
Manager of the Retail Farm Equip- 
ment trade, recommended self govern- 
ment for the implement trade in the 
main address of the morning. G. R. 
Siddons, Platte, and C. H. Bigelow. 
Jr., St. Paul, conducted a discussion 
of competitive problems. They called 
for team-work between wholesaler and 
retailer. 

The following officers were elected: 
President, J. C. Mulvaney, Hitchcock ; 
vice-president, G. R. Siddons, Platte; 
directors, F. A. Tessin, Milbank; Harry 
DeKraay, Rapid City; P. N. Elving. 
Alcester; O. R. Bailey, Alexandria. 

The association’s legislative com- 
mittee submitted a report recommend. 
ing enactment of a sales tax and a 
net income levy. Hitting at chain 
stores the committee urged that they 
be taxed to “check the economic ruin 
being wrought on South Dakota by the 
chain store system.” In resolutions 
adopted the hardware dealers urged 
that receipts from the chain stores tax 
be turned in to public school funds. 

Adoption of a coupon plan for dis- 
tribution of relief seeds was also 
recommended. It was urged that or- 
ders be issued at convenient points 
throughout each county and without 
dealer designation so that relief recipi- 
ents may be supplied by regular deal- 
ers with discrimination and without 
recipients being forced to travel long 
distances. 

The building of a_ hydro-electric 
plant on the Missouri river was rec- 
ommended. A_ resolution endorsing 
the Federal Housing Act read in part, 
“We believe the Better Housing Pro- 
gram to be the most far-sighted recov- 
ery idea thus far advanced toward a 
genuine recovery of prosperity.” 

Thirty-two exhibitors displayed their 
wares in the Coliseum Annex. 

Convention delegates were  enter- 
tained by Sioux Falls singers and 
dancers in a theater party held at the 
Orpheum theater on the second night 
of the convention, and attended the 
President’s ball held in the Coliseum 
directly. after the: show. 
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1935 movers 






“Correct in 
Every Weigh” 


Model 800 





EVEN GREATER 
VALUES THAN EVER BEFORE 


Sparkling new models . . . in modern styling .. . 
beautiful lines embellished with touches of fluting to 
add smartness . . . larger platforms . . . finer scales 
fully guaranteed . . . values that assure volume sales. 


THE BREARLEY CO., ROCKFORD, ILL. 


Represented in New York by Loeb-Stern, Inc., 19 West 23rd St. 


COUNSELOR 
Bath Room Seales. 

















This new item has already proved itself a fast seller. Nationally advertised to 
over seven million housewives. Order today from your jobber, or write direct 
for samples and price list 


METAL SPONGE SALES CORP., Philadelphia 
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End YOUR Price Worries 


A full 
PROFIT 


is assured 
on each pair of 


“CHICAGGC” 


TRAOE MARK AEG US Pat OPE 


ROLLER SKATES 





NO. 101 
TRIPLE-TREAD 
“TRIPLE-WARE” 


Last year thousands of new customers joined the ranks of 
satisfied “CHICAGO” Roller Skaters. Many new dealers 
put an end to their Roller Skate price worries by pushing 


“CHICAGO.” 
Your Customers 


PROTEC and Your Profits 


It doesn’t take much explanation to convince anyone anyone of the superior 
qui found in “CHICAGO” FLYING SCOUT and SILENT 

LASH Roller go eaten are the World’s Greatest. And because 
they give such lasting service and satisfaction, the public demands 
them. 
Dealers know that profits are essential—quality builds good will and 
prics protection is the soundest policy. Investigate the ‘“‘CHICAGO”’ 
line, which offers you these advantages. 

Write for our helpful SALES POINTERS. 


Stock “CHICAGO'S” this year—watch Your Profits Grow. 


CHICAGO ROLLER SKATE CO. 


Roller Skates With Record for Over 30 Years. 











4456 W. Lake St. Chicago, Ill. 
The 








7 cHICAGo>S 
oyna World’s a 


Greatest 
































es 
THE IMPORTANCE OF THE PACKAGE 
IN WHICH BOLTS ARE SHIPPED- 


Next to the article itself in importance is the 
container in which it is shipped. 

Clark “Quality” Products are not satisfied with 
“good” packing, but like the products the container 
must be “superior.” é 

Their boxes and kegs are heavier and stronger 
than most others -- they deliver the contents in 
perfect condition—as shipped. 


It is a matter well worth your consideration. 


CLarK Bros. Bott Co. 


BEMISS STREET 
MILLDALE, CONN, 
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What's New 


for Retail 


Hardware Stores 


Gardex, Inc., Instruction 
Tags Placed on Its Tools 


Gardex hand operated garden tools now 
have attached to them a folder tag explain- 
ing their proper operation and use, there 
being a separate individual tag for each 
type of tool. The front of the tag illustrates 
the product in use. The inner pages tell 
how to use the tools, when and where to 
use them and include price information to- 
gether with other data. These tags are 
offered for the following Gardex items: 
Plow No. 2006, Culti-Claw No. 180, Pull 
Hoe Nos. 1004 and 1005% and Row Marker 
No. 4006. Gardex, Inc., Michigan City, 
Ind. 


New Display Package For 
“Stanloid” Tang Chisels 


This display package is of modern ap- 
pearance in black, yellow and silver for 
“Stanloid” Tang Chisels. Two color “Stan- 
loid” composition handles in black and 
amber, mirror finished steel blades and 
attractive counter package make an attrac- 
tive unit of merchandise. Package fur- 
nished with either of two assortments: 


No. 661 comprising one each of the No. 61 
Swedish pattern paring chisels, retail value 
$10.55 and No. 660 comprising one of 
each of the seven sizes of No. 60 thin blade 
butt chisels, retail value $10.55. “Stanloid” 
chisels regularly packed in individual 
boxes for stock. Stanley Tools, New Brit- 
ain, Conn. 


Neu-Tak Hammer 


From an internal magazine that holds a 
clip of 50 staple-tacks, the Neu-Tak ham- 
mer feeds these tacks mechanically to face 
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New and Improved Merchandise— 
Display Helps—Sales Liter ature— 
Window Trims— New Packages 
—New Colors—New Deals— 


eh aoe eo acne 














of hammer where they are held in position 
until driven. Staple-tacks may be driven, 
using only one hand, as fast as operator 
wishes to work. As each staple-tack is 
driven, next one is rotated into driving 
position by “cocking” hammer by means 
of wrist pressing movement of hammer it- 


self against working surface. Designed for 
use in any position, corners or close quar- 
ters. At any angle, staple-tack adheres to 
hammer face until driven. The Burgess 
Co., Beaver Falls, Pa. 


du Pont Issues Home 
Color Harmony Guide 


“New Color Harmony for your home” is 
the title of a twenty-four page booklet 
issued as a guide to proper color effects 
for exterior and interior painting of homes, 
with decorative plans for every room. Has 
three color schemes each for popular types 
of homes of moderate cost and with deco- 
rative effects in line with the modern trend 
for each room, including the placement of 
furniture. There are suggestions for 
brightening up odd pieces of furniture. 
Booklet prepared as a guide for seasonable 
painting with a view to assisting home 
owners and prospective home owners in 
selecting harmonizing colors in paint, var- 
nish, Duco and Dulux for their homes. 
Text contains welcome suggestions for 
selection of combinations of colors. Book- 
let being distributed by dealers. Paint & 
Varnish Division, E. I. du Pont de Ne- 
mours & Co., Wilmington, Del. 


Coleman 1935 DeLuxe 
Table Top Range 


The Coleman 1935 line includes the De 
Luxe table top range in a new platinum 


pearl shell finish, as illustrated. This 
same finish is carried on several models. 
Principal models are also offered in the 
cream rippletone finish. Among the ope- 
rating features are the Band-A-Blu burn- 
ers, the Coleman lighting principle, the 
dial-type carburetor valve, long-life genera- 
tor, concealed fuel tank made of Everdur 
which is rust and corrosion resisting, 
drawer-type broiler, heavy Rockwool insu- 
lation, etc. A variety of retail sales helps 
is offered the dealer including cooperative 


advertising material for dealer use in local 
newspapers. The Coleman Lamp & Stove 
Co., Wichita, Kan. 


Universal Chafing 
Dish No. E621 


This black enameled and chromium 
plated Universal Chafing Dish No. E621 
has a food pan which rests snugly in 
water pan, permitting all heat to go into 
the food. Cover and food pan silver lined, 


water pan tin lined. Capacity 3 pints. 
Two heats: 160 and 400 watts. Equipped 
with Universal Safety Fuse plug. Beau- 
monde pattern. Weight packed in carton, 
6 lb. Landers, Frary & Clark, New Brit- 
ain, Conn. 
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SPRING HINGES 


Compare the Value 
of 


“Premier” Spring Pivot-Hinges 





It is the value received by your cus- 
tomer, in return for his money, that builds 
goodwill for your business. 

By comparison “Premier”? Spring Pivot- 
Hinges represent a value which architect 
and contractor are quick to recognize. 


Send for New Catalogue No. H-47 
Chicago Spring Hingv Company, 


CHICAGO NEW YORK 
U.S.A. 

















Cross Sterilized 


TAChS 





by positive control of 

Quality create consumer 

confidence— samples if 
you want ‘em. 








Ask your jobber 


W.W. CROSS & CO. INC. 
EAST JAFFREY NH. 


























Stock 
and Profit with 


UALITY H 
Products 2 


| 


a inued preference with experienced buyers everywhere, and the increasing number 
cand perme » i ankes do chee © ety LA os 
NT ah lan cadded Oe ume d COP os 2 puuty @ dynidy 


The Gilbert & Bennett Mfg. Co. 


‘oven Wire Factory- Manufacturers 


WIRE. “CLOTH, ‘NETTING and FENCING 
Galvanized Steel ¥ Wire Cloth in all Meshes | and Gauges a 


Sow York City 
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Cro" Bin  umbler 


ExrRuDED METAL | PADLOCKS 


To those requiring the utmost in 
security, strength and durability, 
offer the Corbin Extruded Metal 
{ Padlock. Made 
from a solid block 
of extruded brass, 
machined out to 
receive the fine 


Corbin Pin Tum- 


bler mechanism, 
assuring continuous smooth 
operation under all kinds of 


weather conditions, protection and long life. 


CORBIN CABINET LOCK CO. 


The American Hardware Corporation, Successor 


NEW BRITAIN, CONN., U. S. A. 
NEW YORK CHICAGO 





PHILADELPHIA 


NT a 
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Continental Steel Corp. 
Issues 1935 Dealer Book 


The attractive 1935 Continental Prod- 
ucts Dealer Book outlines the extent of 
the Continental line in fencing, wire prod- 
ucts, nails, galvanized sheets, roofing, etc. 
The book includes a letter from D. A. 
Williams, president of the company, in 
which attention is called to the company’s 
sales policy, etc. Large illustrations clearly 
show some of the company’s products. De- 
scriptive data are also included. The com- 
pany’s direct mail material for dealer use, 
with dealer imprint, is shown, together 
with illustrations of dealer display material 
for window and store use. The company’s 
products are enumerated. Continental Steel 
Corp., Kokomo, Ind. 





New Departure Announces 
Improved Bicycle Hub 


This improved design front hub for 
bicycles, called Model W, has solid steel 
shell formed to permit use of larger balls 
and more of them in the front hub. Ball 
races, an integral part of hub shell, are 
carburized and hardened. Spoke flanges 
are tapered and angularly inclined. They 
are placed in same angle as average spoke 
so that there is a straight pull from the 
rim, says the maker. Designed to produce 
greater rigidity in wheel. Spoke flanges 
are of extra heavy section for strength. 
New cone has very long thread length 
permitting very fine adjustment of ball 
bearings. Cone has large hex on outer end 
allowing additional wrench positions. Hex 





Model 


is same size as that of nut, one wrench 
opening being sufficient for both. Heavy 
steel dust shields are securely pressed on 
cone, giving maximum retention of lubri- 
cant and exclusion of all dirt and dust 
as on the perfected Model D New Depar- 
ture Coaster Brake. Separator and ball 
assembly are of same type as that used in 
front wheels of General Motors cars. De- 
signed to hold lubricant at point of con- 
tact between balls and separator. Axle is 
5 in. long, allowing for use of motorcycle 
type truss forks, a mudguard and a cyclom- 
eter in standard forks. By removing axle 
washer it will also accommodate a lug- 
gage carrier. Attractively packed indi- 
vidually and in cartons of one dozen for 
distribution to dealers. Complete hub is 
of attractive design. The New Departure 
Mfg. Co., Bristol, Conn. 


Stewart Folding Chairs 
Have Improvements 

The Stewart line of metal folding chairs 
has been redesigned for greater strength 
and seating comfort. Built of strong 


specially formed steel chennels with but 
three moving parts, each of which is riv- 
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eted. Full size seat with correctly pitched 
form-fitting back. Designed to be tip 
proof and equipped with rubber tips for 
silence and floor protection. Finished in 
fine luster baked enamel; chair frames in 
black, flat mahogany, flat walnut and dark 
green. Other special finishes including 
cadmium plating at extra cost. Uphol- 
stered chairs are offered in the line. Chairs 
can be grouped in sections of two or more, 
being engaged by means of steel bars at- 





tached to underside of seats and to front 
horizontal leg braces, permitting folding 
without disengaging chairs. An illustrated 
circular illustrates chair and gives fea- 
tures and uses of it as well as other in- 
formation. The Stewart Iron Works Co., 
Inc., Cincinnati, Ohio. 


Allbestos Blue Shur-Flame Wicks 
For Oil Stoves, Range Burners 


Each of the 12 boxes of Blue Shur-Flame 
Wick in this display carton contains 6 





feet of wick. Available in the following 
sizes: % in., % in., 1% in., 1% in. and 


154 in. Wick has perpendicular asbestos 
fibres to cause oil to flow quickly to point 
of flame. Edges are even and there are 
no metal reinforcements nor metal tips 
on ends. The maker states that the mix- 
ture of materials in fibres keeps carbon 
to a minimum. Wick is reversible. Has 
not selvage edge and may be easily cut to 
desired size. Allbestos Corp., 21st St. and 
Godfrey Ave., Germantown, Philadelphia, 
Pa. 


B & M Sanitary 
Backwater Control 


The B & M Sanitary Backwater Control 
is topped with a special breather cap 
which allows the air pressure to escape 
and the water seeks its level in the tall 
vertical cylinder. Cylinder, which is easily 
removable, is extra long to prevent over- 
flowing—being 24 in. in height and 144 in. 
in diameter. Longer cylinder available at 
low additional cost. Locking device (top 
unit) quickly and easily set in place by 
\% turn of cylinder. Long-wearing washer 
cemented to machine facing to prevent 
leakage. All vital parts are carefully ma- 
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chined and heavily cadmium plated to re- 
sist rust and corrosion. Has no moving 
parts. Bedard & Morency Mill Co., Lom- 
bard Ave. and Lake St., Oak Park, III. 


Armstrong Bros. Catalog 
Shows Some New Lines 


This “B-35” general catalog contains 
more than 240 pages of illustrations, and 
descriptive matter. There are announced 
thirty-five new lines or additions to the 
company’s lines including: a line of per- 
manent multi-purpose tools for turret 
lathes and screw machines that take stand- 
ard shaped cutter bits. An extensive line 
of chrome-vanadium steel detachable head 
socket wrenches and wrench sets with a 
new “Drivelock” feature—an adjustment 
for locking sockets to drivers is shown. 
There is a line of carbide cutters and tool 
holders and a line of receding type pipe 
threaders. The new line of turret lathes 
and screw machine tools, embodies in prin- 
ciple the advantage of Armstrong tool 
holders (inserted cutters in a permanent 
shank), introducing into a new field per- 
manent, multi-purpose “tool holders.” 
Armstrong Bros. Tool Co., 317 N. Fran- 
cisco Ave., Chicago, Ill. 
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Antique Bronze 
Brass - - - Copper 


HANOVER 














Stainless Steel 
Special Alloys 
Aluminum 





Higher Quality Merchandise 
at No Higher Price 


Ask Your Jobber 


HANOVER WIRE CLOTH CoO. 


Hanover Pennsylvania 























iil 
mt. 


Ga ™ Vi 4 hg Phat ii 







IN CHICAGO 4 


Auditorium hotel rooms are 
large, spacious and comfortable 
with beds that were really made 
for restful slumber. 


WITH PRIVATE BATH FROM *250\\ 
WITHOUT PRIVATE BATH - $f 50 





Live on Michigan Avenue, close to the Loop, when you 
visit Chicago. Enjoy the traditional luxury of the 
Auditorium Hotel-yours now at an extremely moderate cost. 





* 
‘MICHIGAN ATT AT .CONGRESS ST. 
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Here's the Star that’s made its mark in 
the hardware trade. Every dealer who 
sells Star “Moly” hack saw blades 
knows that they are the surest, quickest 
guarantee of profitable hack saw busi- 
ness. They sell fastest because known 
to cut fastest, last longest, do most and 
therefore cost least. Hand and Power, 
sold only through Hardware and Mill 





Supply Distributors. 


¥ CLEMSON BROS., INC. 


MIDDLETOWN, N.Y. 





@ 5008 














Montpelier, Ohio 


TALKING LESS 
and SELLING MORE 





Heller Fixtures are Salesmen of strong sales appeal, clos- 
ing sales without waste of time. INVESTIGATE 
TODAY while prices are low. Free literature and sug- 
gestions. Tell us size of your store, check this ad, sign 


your name and MAIL TODAY. 


[J Send Table Folder 
[] Send No. 352 Fixture Catalogue 


Our store is ........ Me WAMBO: o5.0.. ft. long. (Better 
still make a sketch showing how it is arranged today and 
attach to this ad. No obligation). 


W. C. HELLER & CO. 


702 Bryant St. 20 Vesey St., Suite 406 


New York City 
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Bates Flower Cutter 


The Bates Flower Cutter is a simple, 
sharp and scientifically designed tool for 
cutting all types of flower stems without 
crushing or tearing. Uses new or used 
double edged wafer type razor blades. 
Blades may be changed quickly merely by 
turning over the blade and using the other 
side. Bates Flower Cutter is packaged in 
an attractive gift box. Also offered in an 
attractively printed kraft envelope. Sug- 





gested retail selling prize $1.00. Dealer 
discount 331-3 per cent. Made of rust- 
proof stainless steel with attractive Catalin 
handle in choice of red or yellow. Direc- 
tions for effectively using this tool are 
given on the cover of the gift box. Will 
appeal to every woman interested in gar- 
dening. Gardening papers will carry ad- 
vertisements on the Bates Flower Cutter. 
C. J. Bates & Son, Chester, Conn. 


Gold Seal Friction Tape 
Has Attractive Package 


Here are individual and display cartons 
for Gold Seal Friction Tape. Cut out de- 
sign of cover shows a roll of the tape being 
unwound. Box is printed in brilliant red 
with white lettering, embellished with 





gold. The box for Gold Seal Splicing 
Compound has background color of bril- 
liant blue-green. Package designed by 
Egmont Arens. Jenkins Brothers, 510 
Main St., Bridgeport, Conn. 


Cleveland Tack Works 
Has Redesigned Cartons 


A complete new line of boxes and car- 
tons is now used on the products of Cleve- 
land Tack Works. Flat type box is used. 
Each type of tack product has its own 
individual package with a special design. 
Boxes designed so that when packed in 
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cartons complete identification of product, 
including a picture, appears on top of box. 
Purchaser is thus able to see what product 
is contained within the box and at a glance 
to tell gage, length, type and finish, with- 
out touching box. Tuck-in flap on top of 
lid bears the company’s new slogan as well 
as the name of the manufacturer. When 
lid is lifted there are two side flaps folded 
in across the top, one of which has the 
inscription, “You are about io use a pred- 
uct of The Cleveland Tack Works,” and 
on the opposite flap is a list of products 
manufactured by the company. Although 
each box of % or %4 lb. weight is distinct 
and individual in design to suit product 
it contains, these boxes are packed in 
dozen lots in display cartons bearing a de- 
sign of a color and type which harmonizes 





with all the small individual boxes. Dis- 
play carton has latest type fold-back top 
which forms a stand-up display for coun- 
ter sales. Illustrated is the company’s new 
box for cobbler nails. The Cleveland Tack 
Works, Division of the Bishop & Babcock 
Mfg. Co., 4901 Hamilton Ave., Cleveland, 
Ohio. 


Fairbanks Catalog Shows 
No. 9000 Series Hand Trucks 


Fairbanks supplementary catalog No. 
955 illustrates and describes various types 
of hand trucks in the series No. 900 line 
of hand trucks. Dimensions are given as 
well as construction features. Some of the 
models are illustrated’ in actual colors. 
Fairbanks truck wheels, semi steel, solid 
rubber and rubber tired wheels as well as 
Fairbanks push carts are illustrated and 
described. The Fairbanks Co., 393 La- 
fayette St., New York City. 


Hold-Heet Pyrometer 
Of Lance Type 


This “Hold-Heet” pyrometer is of port- 
able or lance type, listing at $16.00 com- 
plete with exception of the thermocouples 
which list from $1.00 to $8.00 according 
to type selected. Meters available for three 
different temperature ranges 800-1600-2500 
degrees F. Instruments are of low resist- 
ance’ type, combining high accuracy in 
combination with rugged construction. En- 
tire protecting case and handle is a single 
aluminum casting. These instruments will 
serve for checking temperature in all ap- 
plications where a wall type pyrometer is 
used. May be used for an exploring in- 
strument to gather heat data in chemical 


and industrial processes. Will give infor- 
mation in checking trouble jobs on oil 
burner, gas and coal fired installations. 
The maker states that it is even possible 
with this information to change baffles or 
install checks or dampers that will effect 


SS 





substantial economies in fuel. Special 
thermocouple with silver disc contactor en- 
ables the taking of quick temperature read- 
ings on all kinds of heating appliances. 
Russell Electric Co., 378 W. Huron St., 
Chicago, Ill. 


Burgess Battery Offers 
Pajama Boy Display 

This attractive display for Burgess Bat- 
tery Co. depicts a boy in pajamas ready 
to retire using a Burgess flashlight as a 
safeguard against the dark. Painted by a 
person who has long specialized in child 
paintings this display is a three dimension 
set-up permitting the boy to stand with- 





out the aid of an easel. Available in two 
sizes—one stands about 11 inches high 
and is adaptable to counter use, while 
the other is about 35 inches high for win- 
dow and floor displays. The construction 
of these two boys is exactly the same. 
Burgess Battery Co., Freeport, Ill. 


Wilcox, Crittenden & Co. 
Issues 1935 Catalog 


Containing 148 pages of illustrations and 
data Wilcox, Crittenden’s 1935 catalog on 
industrial and marine hardware shows 
some of its manufacturing departments as 
well as its stock rooms. Catalog informa- 
tion includes specifications and price data. 
Motor boat regulations of the United States 
are given in the catalog. Figure number 
and alphabetical indexes are included in 
the catalog. Wilcox, Crittenden & Co., Inc., 
Middletown, Conn. 
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Mu tiple Continuous Twist by the 

Wright power looms gives regular 

hexagonal mesh, securely and perma- 
nently locked in place. 


All Wright products are made from copper 
bearing steel. 


G. F. WRIGHT STEEL & WIRE 


W ORCESTER, MASSACHUSETTS 


WIRE NETTING WIRE CLOTH CHAIN LINK FENCE | 


WIRE LATH WIRE CLOTHESLINES 





UNRETOUCHED PHOTO 1” MESH NO. 20 WIRE | 


CO. 








Business must be regu- 
lated as well as traffic. We stopped 
you just long enough to tell you that 
copy for your Classified Opportuni- 
ties advertisement together with 
your remittance must reach us at 
least 13 days before publication date 
to insure insertion. 


Go to it! 


HARDWARE AGE 


Classified Opportunities Dept. 
239 West 39th St.+ New York, N. Y. 














ALLIGATOR 


TRADE MARK REG. U.S. PAT. OFFICE 


STEEL BELT LACING 


For belts of all kinds and sizes. 
Genuine ALLIGATOR STEEL 
BELT LACING is stocked by 
leading jobbers and listed in 
their catalogs. Not sold by mail 
order companies under its own 
or any other name. Specify 
“Genuine Alligator Steel Belt 
Lacing.’’ Order 
through your jobber. 






























FLEXIBLE 
STEEL LACING CO. 
4616 Lexington Street, rere 


In England at 135 Finsbury Pavement, Lond 









bring nore 
PAINT 
BUSINESS 


Auto, Truck 


and Tractor 
Power and Electric 


Models 


Low and medium price for 
quick sale. Ideal for home, for 
painters, paper hangers, auto 
painters and general use. Sells 
right off your counter. 
DEALERS: Write for com- 
plete details, prices and dis- 
counts on all models. 


W. R. BROWN 


COMPANY 


2014 N. MAJOR AVE 
CHICAGO 
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Metal Polish 


Send for sample 


Put up in a ie * .  gallen. cans. One of r the best 
polishes made Fire a Beat 
lines, institutions = ” are large users. 


SKAT CO., Hartford, Conn. 


35 years in business 


RETAILS AT 18 CENTS 


The handy house- 
hold package of Gar- 
diner Repair-All Solder 
(Acid - Core) enables 
you to meet chain 
store competition and 
still make a normal 
profit. It is also avail- 
able in 1, 5 and 20 Ib. 
spools. 


Ask your jobber. 


GARDI NER METAL CO. 


4821 So. Campbell Ave., Chicago, Ill. 


























Each Scale Individually Tested 
CERTIFIED ACCURATE 










Petite Bathroom Y = 


Scale 
Patented 6-spring con- 
struction. Swedish steel 
springs. Beautifully fin- 
ished. Popular colors. 
Send for jobbers’ names. 


Hanson Scale Co. 
525 N. Ada St., Chicago 








L 


LIN wEaAY LIGHT CO., CHICAGO, U.S. A. 

















BURDEN IRON COMPANY 


» N.Y. 














U. 8. and For. Reg. 


NO SOLDERING 
TROUBLES 


For your oes who 
buy — E. They 
come 1 again. 
NOKORODE ill help to 
make your store supoly 
headquarters for all 
solder. 


Ask your jobber for the 1 
dozen display carton. 


THE M.W. DUNTON CO. 
Providence, R. 1., U. S. A. 


COLOLLaY 
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Barton Corp. 
Issues New Booklet 


For assisting dealer advertising depart- 
ments and floor salesmen handling Barton 
washing machines. The booklet contains 
sales suggestions designed to be helpful in 
the sale of washing machines as well as 
other merchandise. Barton circulars de- 
scribing the 1935 Barton models are also 
available. The Barton Corp., West Bend, 
Wis. 


Shelby Spring Hinge 
Issues Two Catalogs 


Shelby Spring Hinge Co. general catalog 
No. 35, comprises three sections embracing 
the company’s complete line. Section 1 
shows Shelby double acting and single act- 
ing checking floor hinges and thresholds. 
Section 2 shows miscellaneous builders’ 
finishing hardware and hardware special- 
ties. Section 3 is a line of items mounted 
on cards. Catalog contains 172 pages, 
bound in an attractive green cover. Proper 
federal specification number is listed where 
it applies. Catalog No. 36, bounded in 
mottled grey cover is a 25 page catalog 
particularly for architects and dealers or 
contractors specifying checking floor hinges 
for public buildings, hospitals, school 
buildings, etc. Comprises first section of 
catalog No. 35 with information necessary 
in specifying and installing checking floor 
hinges and thresholds. Thresholds are a 
new item with Shelby’s line and are offered 
in several styles for all checks in several 
metals. The Shelby Spring Hinge Co., 
Shelby, Ohio. 


Binks Mfg. Co. Offers 
Water Cooling Catalog 


This 8-page bulletin on indoor forced 
draft spray cooling towers presents com- 
plete information about constructional fea- 
tures, picturing a number of installations, 
showing typical arrangements, and giving 
size and capacity data and specifications. 
A similar 8-page bulletin is devoted to at- 
mospheric spray cooling towers for air con- 
ditioning and refrigeration, with complete 
engineering information and other helpful 
data. Binks Mfg. Co., 3106 Carroll Ave., 
Chicago, Tl. 


Compact G.E. Lumiline 
Lamp Base And Cap 


General Electric’s base and cap for use 
with the new Lumiline lamp make pos- 
sible a wide variety of applications in the 
lighting of sidewall and ceiling fixtures. 
store counters, and window displays, and 
in connection with the manufacture of 
vanity-table lamps. desk lamps, illuminated 
mirrors, and other similar items. The base, 
made of durable black or white Textolite, 
is 45/64 in. x 1% in. x 13/16 in., overall 
dimensions. Two of the bases, when placed 
end to end, require but % in. of space 
measured along the lamp axis. Small size 
permits maximum light from lamp to reach 
surroundings. May be installed neatly and 


unobtrusively and may be either surface 
or flush-mounted as desired. Cap, also of 
black or white Textolite, clips over end of 
Lumiline lamp. Circular connector snaps 
securely into base and, besides serving as 
a rigid holder for lamp, provides all elec- 
trical contacts. With lamp thus held in 
place, distance from its centerline to bot- 
tom of base is 1 3/16 in. Bases and caps 
may be used for only a single lamp, or 
two or more lamps may be placed end to 
end so that a straight line of light of any 
length may be obtained. Lamps may also 
be mounted at an angle. Base and cap 
listed and approved by Underwriters’ Labo- 
ratories. General Electric Co., Merchandise 
Department, Bridgeport, Conn. 


Federal Enameling’s 
Utensil Trade In Plan 


Between February 15 and March 15 
Federal Enameling & Stamping Co. is 
allowing 50c a piece trade in allowance 
on any old kitchen utensil, regardless of 
size, type or condition, on each piece of 
Federal “chip-proofed stainless” enamel- 
ware. Under this plan the dealer furnishes 
his jobber on March 16 with a list of cus- 
tomers who took advantage of the trade-in 
offer on Form No. A-215 included in pack- 
age of free sales helps. The dealer re- 
ceives 25c credit from the jobber. To the 
dealer the company gives sales kit “B” in- 
cluding four piece window trim, counter 
cards, envelope stuffers, newspaper mats 
and sales forms all in single package. Ad- 
vertisements in thirty cities throughout the 
country are announcing the plan and more 
than 120 programs will be staggered 
throughout the campaign over a group of 
thirty radio stations. A broadside explain- 
ing the plan was recently sent dealers 
showing some of the line. Federal Enamel- 
ing & Stamping Co., Pittsburgh, Pa. 


Hoeft Issues Catalog 
On Poultry Supplies 


Hoeft’s catalog No. 35 shows many new 
numbers of “Moe’s Line” of poultry sup- 
plies including feeders, waterers, foun- 
tains, metal laying nests, egg scales and 
candlers and a coal brooder stove. There 
are seventy pages of illustrations, specifi- 
cations, prices and descriptive matter. In 
addition to poultry supplies there are 
“Moe’s Line” garden tools. Catalog con- 
tains seventy pages of data. A wholesale 
net price list for the trade has also been 
issued. Hoeft & Co., Inc., N. Chicago, IIl. 


Angell Nail & Chaplet 
Issues Brochure On Nails 


This brochure on nails analyzes nails 
from the standpoint of construction, use 
and serviceability. The points in nail con- 
struction and the results experienced in 
actual use are shown. The Angell Nail & 
Chaplet Co., 4580 E. 71st St., Cleveland, 
Ohio. 
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COBURN 


OVERHEAD CONVEYING EQUIPMENT 


@ Complete monorail installations 
using Coburn inclosed track or 
Coburn |-Beam track for carrying 
heavy loads in manufacturing 
plants and warehouses. Send us 
sketch of conditions and we will 
submit our recommendations. 





Since 1888 Coburn Products. Have Been Dependable 


COBURN TROLLEY TRACK CO. 
HOLYOKE, MASS. 








A New 
Display! 
As unusual and 
compelling as. Sun- 
shine Chamois is 
superior. Doubles 
your Chamois 
Sales. There is 
a difference’ in 

Chamois— 


Ask your Jobber. 
If he cannot sup- 
ply you, write us. 


Hoyt & Worthen 
SUNSHINE Poonch CHAMOIS Tanning Corp. 


Reg. U. 8. Pat. Of. Made in U.8.A. Haverhill, Mass. 











: AIRIDER 
J; 


The first bicycle with rubber mountings* at 
12 important contact points. Streamlined frame 
and carrier, balloon tires, electric light and horn, 
motorcycle-type tank—PLUS all Columbia exclu- 
sive features. 


*Now Standard equipment on all Columbia models 
Send for Catalog. 


THE WESTFIELD MANUFACTURING COMPANY 
Westfield, Massachusetts, U. S. A. 


Big Profits sits Lawn Mowers 


with the easy to operate 
CARPENTER 


Lawn Mower 
Sharpener 


With the ‘‘Carpenter’’ you 
will attract all the sharp- 
ening busifess in your ter- 
ritory; add a new, profit- 
able department to your 
Susiness; bring satisfied 
tustomers to your store. 
=| The ‘‘Carpenter’’ is practi- 
cal, fast, efficient. Any- 
one can operate. Sharpens 
all types of mowers, hand 
or power. Investment 
small, results certain. Every user a booster. Many hardware stores pay 
for machine out of first month’s profits. Write for descriptive circular 
giving details of this wonderful machine and proof of profit opportunity. 


CARPENTER TOOL CO., 49 Broadway, Providence, R. I. 


























[UFAIN Wizarp JUNIOR 
TAPE-RULE 


Its popular price and imme- 
diate appeal make it another 
“Best Seller.” Blade %” 
wide, 72” long, graduated to 
16ths, is manually operated in 
a case only 1%” in diameter. 


THE LUFKIN fpULe 9. 


SAGINAW, MICHIGAN 


106 Lafayette St., New York City 








No. 1686 — 72” 
Wizard Junior 
75 Cents Each 


Shoe Knives Plaster Knives 
Oyster Knives Kitchen Knives 
Skiving Knives Stencil Knives 
Rubber Knives Manual Training 
Clam Knives Knives 
Mackerel Knives Roofing Knives 
Cigar Knives Shirt Cutters, 








Pruning Knives Blades and 





Oilcloth Knives Handles 


BEGIN THE SPRING SEASON RIGHT! 
Stock—Recommend and Sell 


R. MURPHY’S STAY SHARP 
PAPER HANGERS’ KNIVES 


The Standard of Excellence for 85 Years 








a a = Made with Round Blades (2 sizes), Pointed. 
Blade (1 size), Square Point Blade (2 sizes) 

~—A knife to meet every preference and 1eed 

of paper hangers. Continual satisfaction means 

their continual trade. Write for catalog and 

prices of the complete line. 


ROBERT MURPHY’S SONS CO. 
Ayer, Mass., Est. 1850 


Other Good Sellers 








ACME 








for catalog and prices. 


Acme Metal Goods 
Mfg. Co. 





Kitchen Utensils 


An unusually well made 
and attractively priced 
line of kitchen utensils. 
Contains many items re- 
tailing for 10 cents. Send 


12 Orange St, Newark, N. J. 


Can Jou Sell? 


Iron and Chain Link Wire Fences 





and Gates... Arches... Window 
Guards ... Balcony Railings... 
You Can Folding Gates and miscellaneous 
iron work ... make up a profitable 


line for Stewart representatives— 
write for our dealer proposition. 


NO INVESTMENT REQUIRED 


by turning 
friendly 


chats into 
SALES Siew 
} 


The STEWART IRON WORKS Co., Inc. 


121 Stewart Block - - Cincinnati, Ohio 
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ROCHESTER 
SASH BALANCES 


Have over FORTY 
YEARS’ EXPERIENCE 
built into them. Quality 
and satisfaction assured. 





6 Write for prices. 


Rechester Sash Balance Co., Ine. 
Rochester, N. Y. 








STEEL MORTAR HODS 
a 






No dripping onto 
the user’s back. 


Made entirely of 
steel with wooden 
shoulder saddle 
and handle. 
Edges are heavily 
26”x12” reinforced. The 
x11” fork is pressed 
deep from heavy gauge 
steel. 
Write for prices. 
The Cleveland - Wire Spring Co. 
E. 38th St. and Hamilton Ave. 








Cleveland, Ohio — & 





WORK - KING 
GLOVES 





Gloves and Mittens 
That Wear and Work. 
A Staple Line. 
Quick Turnover. 


Made by— 
LIVERMORE FALLS GLOVE CO. 


LIVERMORE FALLS MAINE 
Please order from your Jobber 











Stovink - household word 
everywhere - makes red or 
grey stoves black. Reno- 
vates burned out iron. 


Are you getting your share 


of this steady business? 
JOHNSON’S LABORATORY, lac. 
Worcester. Mass. 








Good 
Management 


® is merely the transmission of 
* the intentions and purposes 
* of the management through 


® the staff to the customers 
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W. E. Kautenberg Co. 
Issues Catalog No. 35 


The Kautenberg catalog No. 35 on Hard- 
ware Specialties contains twelve pages of 
illustrations and descriptions of the com- 
pany’s line of household items together 
with an outline of the company’s sales 
terms. Mop sticks, mop and brush hold- 
ers, tin vacuum washers, curtain stretchers, 
bread toasters, garden cultivators, liquid 
floor wax, towel racks, yarn dusters, dust 
mops, bath brushes and shower sprays are 
among the items shown in this catalog. 


W. E. Kautenberg Co., Freeport, Ill. 


Hanson Nursery Scales 


The capacity of Hanson Nursery Scales 
has been increased from 25 lb. to 30 Ib. 
capacity, by increasing diameter of dial. 
This still permits large graduations. Parts 
are accurately machined, hand assembled 
and tested with standard weights. Grav- 
ity rack and tempered Swedish steel spring 
assure sensitive recording of weights, 
gains and losses to a fraction of an ounce, 
says the maker. Finished with synthetic 
porcelain enamel in variety of colors. Re- 





movable steel sub-base prevents scale from 
tipping. Adjusting nut provides adjust- 
ment to deduct weight of blanket or pillow. 
Weight record card furnished with scale. 
Dial decorated with baby’s head. De- 
scribed in bulletin No. 16. Hanson Scale 
Co., 525 N. Ada St., Chicago, II. 


New Haven Clock Co. Offers 
Chrome-Square Model 


This smart, small size clock has chro- 
mium case and ball feet. Attractive, two- 
tone index dial with applied hour indica- 
tors. Available with alarm or timepiece 
movement. Height 2% in., width 214 in. 





Timepiece, list $2.50, alarm, list $3.50. List 
prices on Pacific Coast, slightly higher. 
The New Haven Clock Co., New Haven, 
Conn. 


Disston Wood Scrapers 


Scraper comprises wood and metal holder 
fitted with double edge blade, which may 
be quickly removed to permit using of 
either edge. Blades are easily sharpened 
with fine cut flat file. Keen scraping edge 
may be obtained by honing blade, after 
filing, with small oilstone. Offered in 
three sizes—154 in. blade, 2% in. blade 
and 34 in. blade. Pistol grip wood handle 
of special design is supplied separately 
which may be quickly attached and held 
rigid with wing-nut, to any of three sizes 
of scraper. Use of handle is recommended 
for heavy scraping. Scraper designed to 
cut light, medium and heavy. Light cut 
gives very smooth finish requiring prac- 
tically no sanding, says the maker. Medi- 
um cut secured by holding scraper at an 


au 


| 
} 
» 


angle of about 45 deg. For heavy cut, 
scraper should be held on angle of about 
60 deg. Said to make shavings like a 
plane, when used on oak or other hard 
wood. Respective list prices, 35c, 50c 
and 70c. Handle lists at 20c extra. Extra 
blades list at 10c, 15c and 20c respectively 
for the three sizes. Henry Disston & Sons, 
Inc., Philadelphia, Pa. 








Burgess Little Uniplex 
Dry Ignition Battery 

The Little Uniplex is a 6 volt battery 
made from 16 small size (No. F) cells con- 
nected in series parallel. Special ingredi- 
ents, combined with new method of cell 
selection and assembly results in this small 
and light battery. Compared with the 
standard Uniplex battery made from No. 6 
cells, it has equal electrical capacity (rated 


it 5 sy 
URGESS 


| Ciewrwaraw . J 
| BATTERY | 
TH] IO CELLS-6VOLTS [OT 
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at 160 watt hours), saves 40 per cent in 
weight and 30 per cent in volume. Built 
into a weatherproof and wear resistant 
metal container. Light weight and smaller 
volume makes this battery particularly at- 
tractive for outboard motor ignition, avia- 
tion uses, portable instruments and equip- 
ment and tractor ignition. Burgess Bat- 
tery Co., Freeport, Ill. 
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* 
A2 years of Consistent 
Sereen Cloth Service to Dealers 
Hard drawn steel wire screen cloth, full 
4 gauge, perfectly woven, heavily zinc 
ad 04 coated after weaving, lacquered, attrac- 
tive White Satin Finish. 


y/ 
Hard drawn b 1 wi 104 [ 
full ptr phere ese per uy BBM 0) Nz ‘ 
uniform mesh, lacquered, Bright 


or Antique Finish. Sold by leading distributors. 


New York Wire Cloth Company 


500 Fifth Avenue, New York * Faetory: York, Pa. 





Linoleum Layers Praise 


HYDEX LINOLEUM KNIVES 





apuvoe 


sure HY DE Xs1eee 
SOvTHBRIOGE NARS USA 






No. 300 Style 


DEALERS, carry this item that your Trade 
demands. Made from Super HYDEX Steel. 


This Linoleum Knife will hold a sharp edge indefinitely. 


Main Office and Factory 


HYDE MANUFACTURING CO. 
SOUTHBRIDGE, MASS., U. S. A. 


CLAM SLOYD PUTTY SHIRT FUR RUBBER 
OYSTER SHOE SCRAPERS COLLAR CIRCULAR LEATHER 








The New “‘Soil-Flow’? GARDEX Tools 


GARDEX Tools feature the same “streamline’”’ 
effects as do the modern vehicles of speed. As the 
“streamlining’’ of motor cars minimizes wind re- 
sistance, so does the design of the New 
“Soil-Flow’’ GARDEX Tools minimize 
effort and friction. The principle is 
to pull the tool through the soil, rather 
than to laboriously chop the tool into 
the soil. 

This pull principle makes the use of 
GARDEX Tools much easier than the 
conventional type of garden tools 

Every GARDEX Tool is made with the idea of effective- 
ness of performance, and the minimum of physical effort. 

An age-old habit is changed. 

Profit by selling these up-to-date GARDEX Tools— 
GARDEX profits are generous! 


Write for full information today. 


GA R D E x Farm and Garden Tools 
rae. Michigan City, Indiana 














107. ss 47 
60 
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No, these figures are not a quarter- 
back’s signal for a trick play. They are 
just an everyday occurrence. They repre- 
sent the number of replies five different 
manufacturers received to their advertise- 
ments for Sales Representatives. These 
advertisements appeared in the Classified 
Section of HARDWARE AGE. 


This response proves that the most 
direct approach to alert Sales Representa- 
tives is via the HARDWARE AGE Clas- 
sified Columns. 

When you require a Sales Representa- 
tive, in any section of the country, adver- 
tise your wants in the Classified Section. 
You will be reasonably certain to find the 
man you want. 


HARDWARE AGE 


Classified Opportunities Department 


239 West 39th St.+ New York,N. Y. 
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Sherman WROUGHT BRASS Coupling 


WW HEN garden hose is joined to- 

gether with this heavy wrought 
brass coupling it STAYS coupled. Most 
popular type hose coupling in the 
world. Supplied with hose by most hose 
makers, because they want fittings that 
will be a credit to their product. 
Sizes: Yo", 49", 34” and 1”. Always a 
profitable seller. 


Write for literature and samples 
Sold through Jobbers. 
H. B. SHERMAN MFG. CO. 


Battle Creek Michigan 
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FOR 


INDEPENDENT DEALERS 


ONLY 


VOGUE 


ENAMELWARE BY FEDERAL .. 
Ivory with white linings Chromium 
Covers with Bakelite Knobs 


FEDERAL ENAMELING AND STAMPING CO. 
World’s Largest Manufacturer of Enameled Kitchenware 
PITTSBURGH, PA. 
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Goodrich Offers Calculator 
For Tires For 114% Ton Trucks 


In conjunction with its 1934 edition of 
“A Practical Guide for Tire Combinations 
on 1% ton trucks, Goodrich has issued 
a calculator for tire equipment on 1% 
ton trucks. Both calculator and guide are 
available from manufacturer. Calculator 
enables truck operator to determine tire 
combination necessary to carry a given load 
on a truck in the 1% ton classification. 
Guide gives complete directions for using 
calculator, tells how to figure changeover 
savings and choose proper tires. Presents 
practical discussion of various operating 
conditions, as they affect tire equipment; 
complete changeover guide; wheel data 
and a load and service diagram illustrat- 
ing effect of overloading on ultimate ser- 
vice of a pneumatic tire. The B. F. Good- 
rich Co., Akron, Ohio. 


Deming Close-Coupled 
Centrifugal Pumps 


Deming “Standard-Motormount Units” 
can be used with any make of standard 
ball-bearing motor of the open, enclosed, 
splash-proof or explosion-proof type. Be- 
cause of unique connection of motor and 
pump shafts necessity of special motor end 
bells and shafts is eliminated. Pump and 
motor mounted on substantial base plate 
eliminating any unbalanced overhang of 
pump or motor and cradle mounting of 
pump permits expansion when handling 





hot liquid without disturbing alignment of 
unit. Complete units carried in stock. 
Bulletin No. 4150 describes and illustrates 
the line. The Deming Co., Salem, Ohio. 


Clay Air-Flo Window Frames 


Clay Air-Flo frames, complete with 
metal casing frame proper and ventilating 
wings provides ventilation indirectly over 
the top of the tilted sash. Frames quickly 
assembled can be nailed onto outside wall. 
No casing required and sash is set in leav- 
ing room for storm sash or screen. Screw 
head in wood sash engages holes in flange 
of wing. It tilts and also raises. Sug- 
gested retail selling price $1.25-$1.30. 
Dealer cost $10.50 per dozen. Circular 
matter is available. The same company 
offers the Clay “Open-Air” Ventilating 
Window, made of solid section steel, with 
ventilating wings which in case of rain 
drain into frame at bottom and on outside. 
Has long handle to easily react latch. 
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Long latch handle provides ample leverage 
for latching or disengaging. Tilting sash 
and wings provide indirect overhead ven- 
tilation. Permits variable tilting 1 in., 
2 in. and 6 in. as desired. Suggested re- 
tail selling price, $4.65 to $13.60 per win- 
dow. Circular matter available. Clay 
Equipment Corp., Cedar Falls, Iowa. 


“Old English” Foamy 
Upholstery Cleaner 


For all upholstered furniture, velours, 
mohair, woolens, drapes, tapestry, auto up- 
holstery, etc., “Old English” Foamy Up- 
holstery Cleaner is worked into a creamy 
foam with sponge and applied with a cir- 
cular motion. Guaranteed harmless to any 





fast-color fabric, it is non-inflammable, 
contains no ammonia or ether, and im- 
mediately loosens dirt and revives colors. 
says the maker. List prices: pint, 40c.: 
quart, 70c.; % gallon, $1.10; and gallon, 
$1.85. The A. S. Boyle Co., Inc., 1934 
Dana Ave., Cincinnati, Ohio. 





Improved No. 33 “Norcross” Cultivator 


This three prong cultivator has prongs 
of 9/32 in. high carbon square spring 
steel, attached to strong malleable head by 
two standard % in. bolts. Prongs are 
detachable and interchangeable. Shovels 


bs | 


forged from the solid rod to a width of 
1% in. are reinforced, uniform in shape 
and properly curved to enter soil freely 


and scour easily. Metal parts enameled 
black, shovels silver bronzed. High grade 
white Ash handle, waxed and belted, 4 ft. 
long. Cultivating width, 6 inches. Packed 
six in a bundle, heads crated, handles 





paper wrapped. Shipping weight per dozen 
25 Ibs. C. S. Norcross & Sons, Bushnell, 
Ill. 





Disston “Keystone” Band Saws 

For Motorized Home Workshops 
These “Keystone” band saws for cutting 

wood are offered in 3/16 in., % in., 5/16 


in. and % in. widths and in two widths— 
\% in. and 5/16 in. for cutting metal, brake 


bene 
~ 


lining, fibre, etc. Band saws supplied in 
six different lengths suitable for popular 
machines with 9 in., 10 in., 12 in. and 14 
in. wheels. Set, sharpened and joined ready 
for use, these band saws have suggested 
retail selling priees of $1.00, $1.05 and $1.10 
according to length. There are three kinds 


% 
“Ss 


of Keystone Home Workshop Sabre Blades. 
One for cutting wood is supplied in 6 in. 
lengths in 3/16 in., % in., 5/16 in. and 
36 in. widths. For cutting metal there is 
a high-speed steel model—blade 5% in. 
long and supplied in 5/16 in. width only. 
The third is a hard edge blade for cutting 





soft metal, brake lining, fibre, etc. It is 
6 in. long and supplied in one width, 5/16 
in. Wood blade lists at 90c. per dozen; 
high-speed steel blade for $2.40 per dozen 
and hard edge blade lists at $1.20 per 
dozen. Henry Disston & Sons, Inc., Phila- 
delphia, Pa. 
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N ational 
HARDWARE 


ECOGNIZED everywhere as a 
product of quality. A complete 


line to meet every building require- 
}XAVown) 9 “— 
\ MFG.cO. ment. Send for illustrated catalog and 


join the ranks of National dealers. 





National Manufacturing Co. 
STERLING *: ILLINOIS 














-— Business Is Opening Up!—— 
Especially for 


Vaughan’s Safety-Roll Jr. 
CAN OPENER 


Over ten million have been sold and the demand 
for Safety-Roll Jr.—the world’s fastest selling can 
opener—increases daily. Display this popular item. 
Build new profits with this NATIONALLY AD- 
VERTISED seller. Vaughan’s Safety-Roll Jr. is 
the simplest, smallest, most durable can opener 
for the money. Can’t be beat for value and quick 
profits. 


A TEN CENT seller. Send for prices on this 
Feature Leader. 


VAUGHAN NOVELTY MFG. COMPANY, Inc. 


World’s Largest Manufacturer of Can Openers 
3211-25 CARROLL AVE. CHICAGO, ILLINOIS, U. S. A. 




















MOLDED RUBBER GOODS 
- & ip = > 


We stock a complete assortment of rubber 
tips and bumpers, and are equipped to manu- 
facture most anything for your special re- 
quirements. Catalogue No. 50 on request. 


ELASTIC TIP COMPANY 


370 Atlantic Ave., Boston, Mass. 


Sm may 

















Bommer 
Checking Floor Hinges 


Suitable for 
all sizes and 
kinds of 
doors, metal 
or wood 


Write for illustrated catalogue 
Bommer Spring Hinge Co., Brooklyn, N.Y. 





























Complete Winter ziti iii 
Air Conditioning) *' ; 


meUn « es 
TION AND FILTERING. 
For Furnace or Boiler Heated 


H 8 
eae Meike Owners 1952 


Installed 


Standardized Units take care of the 2-room 
Bungalow or the 10-room house, of all types 
of heating plants. Guaranteed the finest 
units built regardless of price—years ahead 
of other equipment. Can be bought and in- 
stalled one-unit-at-a-time. 





New Catalog and Air Condition- 
FREE ing Manual. Gives full informa- 
tion on latest Air Conditioning — Boo 
Installation charts, ratings, retail prices. 
You can sell from this book. It is all you 
need to start. Write TODAY. 


Russell Electric Company, Mfrs. 
378 West Huron St., Chicago, U. S. A. 








MFGD. BY ...RADIO STEEL & MFG. CO. 
6515 WEST GRAND AVENUE, CHICAGO 





Le 
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Practically & 
Unbreakable ‘ 





When it comes right down to a real weather- 
proof, fool-proof, unbreakable wrench the 


COES «Steel-Handle’’ WRENCH 


proves its “Metal” on every job. Standard 
equipment of many railroads and mining com- 
panies. 7 sizes: 6 to 21 ins. 


Ask your Jobber. 


BEMIS & CALL CO. 
Springfield Mass. 











Individually Wrapped! 


Our finest handles (The AMERICAN KING) are 
packed in individual airtight, dustproof, glassine 
envelopes and placed in attractive display cartons. 
Thus clean stocks—more sales because of the self- 
selling displays—and more profits (per handle as 
well as more volume). May we quote? 


AMERICAN HANDLE COMPANY 
is) 


Jonesboro, Arkansas 
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CLASSIFIED OPPORTUNITIES SECTION 








Positions Wanted Advertisements 
at special rate of one cent a word, mini- 
mum 50 cents per insertion. 


All Other Classifications 
Set Solid, Maximum of 50 words... .$3.00 





Each additional word .......- - 06 
All Capitals, Maximum of 50 words.. 4.00 
Each additional word .....-++++++ 06 


Allow Seven Words for Keyed Address. 
Boxed Display Rates 





Use this section to reach Hardware Manufacturers, Manufacturer’s Agents, 
Jobbers, Jobber’s Salesmen, Retailers and Retail Salesmen 


e CLASSIFIED ADVERTISING RATES 


Discounts for Consecutive Insertions 
4 insertions, 10% off; 8 insertions, 15% off. 
Due to the special rate, these discounts do 
not apply on Positions Wanted Advertise- 

ments 


_— ee —_ 
REMITTANCE MUST ACCOMPANY ORDER 
Send check or money order, 
not currency. 


_ a: _— 
HARDWARE AGE is published every other 











NOTE 
Samples of Literature, Mer- 
chandise, Catalogs, etc., will 
not be forwarded. 


—_— + _ 
Address your correspondence and replies to 


HARDWARE AGE 
Classified Opportunities Dept. 




















PTT TTT TTT TTT eeccee ee 85.00 Thursday. Classified f 1 13 Dea 
san adittiomad inch ....-eeeesee08 x00 - pcr po of palliation, - 239 West 39th St., New York City 
BUSINESS OPPORTUNITIES | SALES REPRESENTATIVES WANTED | SALES REPRESENTATIVES WANTED 
j 
FOR SALE—COMPLETE HARDWARE 


STORE fixtures and equipment—$650. Cost 


$2500 in 1929. , 
corporated, Hamilton, Ohio. 





CARRIAGE AND LIGHT WAGON 
WHEELS, Sarven and Warner patterns—tired. 
Long and short bed double collared axles from 
¥%” to 2”. No reasonable offer refused. Ad- 
dress Wm. W. Woodward Hardware Co., 
Newton, N. J. 





FOR SALE—HARDWARE AND PLUMB- 
ING BUSINESS, established twenty-nine years 
in progressive town with three large manufac- 
turing plants. Located in good trading area on 
the St. Lawrence River, Northern New York 
State. Not interested in bargain hunters or 
auctioneers. Address Box B-610, care of Harp- 
WARE AGE, 239 W. 39th St., New York City. 


OPPORTUNITY TO REDUCE YOUR IN- 
VENTORY. We are in the market for Job Lots, 
Seconds, Discontinued Items, Close-outs, etc., of 
Hardware, Mechanics’ Tools, Electric Appliances, 
Housefurnishings and Cutlery. Send samples and 
quote your prices for the lot. Address Charles 
Weiland, Inc., 149 Chambers St., New York City. 








FOR SALE—HARDWARE STORE IN one 
of Cincinnati’s leading suburbs; well located and 
business showing a profit. Up-to-date stock ab- 
solutely clear. Will sell with or without in- 
voice. Good credit rating. Reason for selling, 
owner has other business. Address—J. E. Nevil, 
4903 Whetsel Ave., Cincinnati, Ohio. 





FOR SALE OR LEASE. 
ING 
sq. 


MANUFACTUR- 
plant located in west-central Ohio. 200,000 
ft. floor space. Eight acres. Municipally 
owned power plant. rates. Electric ele- 
vators. Foundry facilities. Building sprinklered. 
Very low insurance. Pennsylvania and B. & O. 
sidings. Skilled labor immediately available. 
Will be sold outright for less than similar prop- 
erty; can be leased for one year. Write for de- 
tails. Address Box B-609, care of HARDWARE 
AGE, 239 W. 39th St., New York City. 











Address Fischer Hardware In- | 





New Sales Expansion 
Program 


Old established and nationally known 
manufacturer of staple products re- 
quires services of outstanding and 
proven producers in territories 
throughout the United States. 


Products sold to Hardware Jobbers, 
Shoe Manufacturers, and many mis- 
cellaneous manufacturing trades. Ex- 
perience in one or more of our lines 
an asset. 


From these applicants there will be 
selected a limited number of Division 
Managers who must have the ability 
not only to sell, but to locate, train and 
manage salesmen in our various lines. 


Compensation, salary with commis- 
sion incentive. Give complete details 
and past performance in first letter. 
All replies held strictly confidential. 
Reply Box B-586, care Hardware 
Age, 239 W. 39th St., New York 
City. 














SALESMEN, NOW CALLING ON THE 
hardware and paint dealer trade in various terri- 


tories, wanted to sell established line of paint 
brushes. Leads furnished. Liberal commissions. 
Address Box B-568, care of Harpware AGE, 


239 W. 39th St., New York City. 





ESTABLISHED MANUFACTURER HAS 
SEVERAL OPENINGS exclusive territories. If 
you are now calling regularly on hardware, mill, 
and contractor supply trade and can add several 
good items to your line, commission basis, our 
proposition will interest you. Address Box 377, 
Toledo, Ohio. 





SALES REPRESENTATIVES WANTED 


REPUTABLE HOUSE WANTS SALES- 
MEN WHO are now calling on the Hardware, 
Electrical, Mills and Contractor Supply Trade. 
We have a Trademarked necessity, already well 
introduced, and its popularity is growing fast. 
Repeat business assured. Protected territories. 
Strictly Commission basis. Address Box B-611, 
care of Harpware Ace, 239 W. 39th St., New 
York City. 








WANTED—SALESMAN CALLING ON DE. 
PARTMENT stores and resident buyers only, to 
sell high grade lawn rakes. Liberal commission. 
State experience and lines now carried. Address 
Box B-584, care of HArpware AGzg, 239 W. 39th 
St., New York City. 








SALESMEN: TO CALL ON HARDWARE, 
paint, electrical, art and radio stores, also con- 
tacting jobbers, to sell a new paint which “De- 
signs Itself.” Beautiful number. Sells quickl 
on demonstration. National advertising aerel. 
Large commissions. Write now for information, 
stating territory you travel. Address—Magic 
Art Paint Co., Hasbrouck Heights, N. J. 





LEADING HARDWARE CATALOG 
HOUSE WITH ational distribution wants 
three men to cover New York Metropolitan dis- 
trict and suburbs. Only those with good fol- 
lowing need apply. We also have open some 
territories in other sections of the country. 
State experience and give full particulars in 
first letter. Address Box B-608, care of Harp- 
warRE AGE, 239 W. 39th St., New York City. 


Dealer or Salesman Wanted 


To interest City and Town Officials 
in Street Name Signs, Traffic Signs, 
Reflecting and Neon Beacon Signals. 


Liberal commissions paid. 
Municipal Street Sign Corp. 
152 W. 42nd ST., NEW YORK CITY 

















SALES ACCOUNTS WANTED 





SALES ACCOUNTS WANTED FOR _ TER- 
RITORY from NEW YORK to Washington, 

. C., including Baltimore, Philadelphia and 
Eastern Pennsylvania. Man with long experience 
in shelf, housefurnishing hardware, tools, mill 
supplies and sporting goods. Ready for two or 
three representative lines—capable of good volume. 
«Starting new but well acquainted. Have good 
recognition and references. Address Box B-579, 
care of Harpware AGE, 239 W. 39th St., New 
York City. 





HELP WANTED 





HARDWARE JOBBER DESIRES TWO 
SALESMEN to represent them in Ohio and 
Michigan. Give complete information in first 
letter. Address Box B-590, care of HaArpware 
AGE, 239 W. 39th St., New York City. 








Hardware Personnel 


FROM THE MANAGER TO THE 
DELIVERY BOY 


WHOLESALE RETAIL 


Our files contain applications of several 
bundred experienced and well-trained em- 
Ployees in the hardware industries. 


NO CHARGE TO EMPLOYERS 
FOR THIS SERVICE 


If we can be of any help te you, just phone 
ASSOCIATED PLACEMENT BUREAU 


152 West 42nd Street | New York City 
WIS. 7-1802, 1803 














HIGH-CLASS SALESMAN WANTED BY 
a nationally known hardware manufacturer. 
Must have at least five years’ hardware experi- 
ence traveling New England States. Exclusive 
territorial rights. Write, giving full particulars, 
to C., 810 Broad St., Newark, N. J. 








POSITIONS WANTED 





EXPORT—SALES, YOUNG MAN, EX- 
PERIENCED, highly recommended, desires po- 
sition with manufacturer of reputable products, 
who is interested in developing a foreign mar- 
ket outlet for his products. Salary secondary. 
Address Box B-612, care of Harpware AGE, 





239 W. 39th St., New York City. 
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POSITIONS WANTED 





HARDWARE NUT LOOSE—CRACKED 
ENOUGH to waste time and money to adver- 
tise. Have slaved for five years for some of 
the biggest wane in the hardware and sup- | 
ly line. Very lazy and so dishonest my last | 
boss put me in the plumbing department to pre- 
vent me from walking off with anything. Can 
kill plenty of time doing electrical and_lock- 
smith work and can guarantee short circuits 
and misfitted keys. Prefer position with a firm 
whose owner has a daughter so I can marry 
her and become a partner. If anybody will 
gamble enough to offer me a job, hurry up be- 
fore my keeper — me. I wonder if Bar- | 
num was right. Address Box B-603, care of 
Harpware AGE, 239 W. 39th St., New York City. 








HARDWARE EXECUTIVE WANTS PO- 
SITION AS manager of large progressive retail 
store in large city. Was vice-president and gen- 
eral manager of one of the largest wholesale and 
retail stores in the U Thirty years’ experi- 
ence merchandising quality hardware in all its 
branches. Thoroughly trained in buying, sales 
promotion and advertising, and supervising de- 
partments. Available at once. Address Box 
B-587, care of HARDWARE AGE, 239 W. 39th St., | 
New York City. 








| 





DO YOU WANT TO COMPETE to advan- 
tage with the Chains? An experienced hard- | 
ware man for several years manager of hard- 
ware, farm equipment and building material 
divisions of leading chain store organization, de- 
sires connecticn with a reputable and progres- 
sively-minded Independent where he can apply 
modern chain store merchandising methods to 
mutual advantage. Address Box B-607, care of 
Harpware AGE, 239 W. 39th St., New York City. | 

| 


RETAILERS—READ—RITE. I’M A busi- 
ness getter, age 35, who seeks the opportunity 
of applying business intelligence with initiative 
to increase your sales. Well informed on pres- 
ent day store management including buying, 
selling and displaying. Fourteen years’ experi- 
ence in hardware, housefurnishing ‘and associate 
lines. Locate New York State town. Address 
Box B-604, care of HARDWARE AGE, 239 W. 39th 


| St., New York City. 





EXPERIENCED FACTORY, BUILDING, 
ROAD SALESMAN and retail store natural 
| gas appliancer. Outside salesman for appliance 
| demonstrator, estimator natural gas and _ water 


| plumbing, also can test and adjust appliances 
| and repair any make of stoves and furnaces. 


Carry gas and steam fitter’s card. Panel truck 
demonstrator also used for plumbing. Tem- 
| porarily employed. Address George T. Marshall, 
care of General Delivery, St. Joseph, Mo. 





ARE YOU INTERESTED IN SECURING 
the services of a thoroughly reliable hardware 
man, one familiar with all branches of the hard- 
ware business? Experience includes retail buy- 
ing and selling, as well as road work. Can 
furnish the best of references. Address Box 
7553-A, Harpware AGE, 802 Otis Bldg., Chi- 
cago, Ill. 





_SALESMAN, MARRIED, TWENTY-SIX 
EARS’ experience in retail and _ wholesale 
hardware, desires to represent first class manu- 
facturer or jabber in City of St. Louis. east- 
ern Missouri, also southern Illinois, calling on 


wholesalers and _ retailers. References fur- 
nished. Have car. Address Box B-605, care 
of Harpware AGE, 239 W. 39th St., New York 
City. 





MICHIGAN IS LEADING THE COUNTRY 
back to pro oe with its tremendous automo- 
bile sales and residential building program. An 
experienced builder’s hardware salesman with 
intimate acquaintance among hardware dealers is 
open for selling proposition in Michigan. There 
is no better place to start a vigorous sales cam 
paign. Write me your proposition. Address 
Box B-588, care of Harpware AGE, 239 W. 39tb 
St., New York City. 


SALESMAN WITH 15 YEARS’ EXPERI- 
ENCE hardware, housefurnishing, paint and 
electrical trade. Desires position with manufac- 
turer or jobber. Dealer acquaintance and large 
following throughout New York Metropolitan 
District and New Jersey. Interested in staple 
lines which offer reorder possibilities. Will fur- 
nish own car. Address Box B-595, care of 
Harpware AGE, 239 W. 39th St., New York 
City. 


BUILDERS’ HARDWARE MANAGER 
CAPABLE SPECIFICATION writer, familiar 
leading manufacturers’ lines, experienced sched- 
uling finishing hardware on all types of jobs 
from plans and _ specifications, knows template 
work, hollow metal doors, and trim architectural 
bronze, schools of design, etc. Can manage 
entire department. Location—South or West 
preferred. Address Box B-606, care of Harp- 








| waRE AGE, 239 W. 39th St., New York City. 





RETAIL HARDWARE MAN EXPERI- 
ENCED IN major hardware lines, household 
supplies and paints, desires position in town of 
20,000 to 50,000. Thirty-four years old, speak 
German; capable of store management, or_assist- 
ing owner. A-1 reference; now employed. De- 
sire progressive store and town. Address Box 
B-589, care of Harpware Ace, 239 W. 39th St., 
New York City. 





THE WORLD’S 

NO other files in the world begin to 
approach Nicholson Files in popularity 
among professional and amateur tool 
users alike. Every tool user in your local- 
ity knows the Quality of Nicholson Files, 

At your jobber’s. Nicholson File 
Company, Providence, R. I., U. S. A. 


Genuine 
NICHOLSON FILES 


A Fite FOR EVERY PURPOSE 









By!) BRUSH-NU COMPANY | 


BALTIMORE MARYLAND ‘ 











HARDWARE AGE 239 we 


Looking for a Hardware Store? 


Tue place to find it is under the heading of Business Opportuni- 
ties in the Classified Opportunities Section of this paper. 


By watching the for-sale ads you'll be reasonably sure to secure a good pay- 
ing business at a fair price or, better still, let the trade know the kind of a 
store you are looking for. 


Classified Opportunities Dept. 


st 39th St., New York City 
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Genuine O. Ames A, 


Constantly Copied 


SF 
‘s 
but lled x2 
ut never equalled << 
r 
 e famous Ames Bend, symbol of Ames DO 
craftsmanship, for one hundred and sixty- BALDWIN 
one years a distinctive feature of O. Ames 4 
Plain Back Shovel PN 
jain Bac ovels. SK 
WwW 


The Genuine O. Ames shovel with its exclusive BRONCO 
bend, gives a perfect balance. Its time-tested - 

special Alloy Steel embodying Ames’ success- 
ful attainment of the perfect compromise 


between hardness and flexibility. Its electric 


welded straps assure a permanent—not a 





temporary connection. The O. Ames today 
is the leader of Plain Back Shovels. 


ASK YOUR JOBBER 


THE SHOVEL THAT BUILT AMERICA 


y 


Booklet tells how to beautify 
every room in the home and 
increases demand for 





| Parkersburg, W. Va.— Ames Baldwin Wyoming Co.—North Easton, Mass. 











Sell Them 
by the set 


Ha By: 


customers 
to dealers 





Aluminum Push-Pins 


Moore Glass Head Push-Pins 


Push-less Hangers 

to hang up things easily 

without marring wall pa- 

per, plaster or woodwork. 

Write direct for a supply 

imprinted with your name. 
Wherever displayed, 

our new all-metal Revolv- 

ing Display Cabinet, 

holding the popular as- Slahed it sampost ensse tor 

sortment of 72 window- : the convenience of the users. 

front Packets, makes It isn’t hard. Every mechanic needs the entire set in his work, and it 


* )| itself to ti f selli hi t ti . Bring 
continuous sales. Out the value Of the cass, ite use im keeping the bits im order and mear ot 
Your Jobber Will 


hand, preventing loss, etc. Try it. 
Supply You 


FS NEE NAS AEE AE OER ath BRUM ig mi, me 















Forstner Bits are the only bits that are not dependent on a center or & 
level to guide them. They cut from the outer rim. The entire surface is 
at work all the time, no jagged ends; every part of the work is smooth and 
polished. They bore their way through hard, knotty, cross grained wood, 
leaving a smooth hole and clean, polished surface. 

Let us send you catalogues. Order through your jobber or direct. 


MOORE PUSH- 
PIN CO. 


The Progressive Manufacturing Co. 
TORRINGTON, CONN., U. S. A. 





113-125 Berkley Street 
Philadelphia, Pa. 
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® INDEX TO ADVERTISERS ec 


The Dash (—) Indicates that the Advertisement Does Not Appear in This Issue 
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ANIMAL 


CENTS EACH... 


with a good profitable margin Cc 
TRUMP GARDEN TOOLS ARE FAST SELLERS 
Our special rib re-enforcement makes an extra sturdy 
tool that will withstand the maximum of rough treat- 
ment by amateur or professional gardeners. Supplied 
with eight-inch handles with smooth wood grip. Packed 


1 dozen units to a shipping case. Ask wholesaler for 
prices. Slightly higher in Canada. 


TRAP COMPANY OF 


The world's oldest and largest Manufacturers of Animal Traps 


LITITZ, PA. & NIAGARA FALLS, ONT. 
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CLOTHES 





HILL CLOTHES DRYER CO., Inc. 


Manufacturers 

of the famous: 
Hill Champion, Eureka 
Atlas Style D 
Spartan Style H 

and Roof Dryers 


HILL 


DRYER CO., Inc., Worcester, Mass. 


New York Distributor 
H. Kornahrens, Inc. 


MOULTON LADDERS 


Safeguard Your Customers 
Every Ladder is Safe 


UTILITY EXTENSION LADDER as shown. 
Clear straight grain, noble fir or hemlock 
with 14% in. turned ash rungs. Diamond 
Spring Locks. Hand forged steel top irons. 
Malleable bottom irons. All hardware 
Cadmium plated. Lengths 20 to 44 ft. incl. 
Wet. approx. 2 lbs. per ft. 

SINGLE LADDER—Clear straight grain 
ladder stock with selected 144 in. hardwood 
rungs. Wet. approx. 2 lbs. per ft. Standard 
lengths: 10 to 26 ft. 

Send for Literature and Trade-prices. 


The Moulton Ladder Mfg. Co. 


Somerville Mass. 
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THE CHAIN 





Other Hodell Chains 


WELDED — Proof Coil Chain © Steel 
Loading Chains @ Trace Chains @ Well 
Chain @ Cow Ties @Log or Binding 
Chains @ Heel and Butt Chains @ Breast 
and Wagon Chains @ WELDLESS — 
Coil Chain @ Pump Chain @ Porch 
Swing Chains @Cow Ties @ Dog Chains 
@ Sash Chain 


3934 Cooper Ave., Cleveland, Ohio 
Established 1886 
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PRODUCTS CO. 














ILCO QUALITY PRODUCTS 


Padlocks, Night Latches, Door Closers, 
Key Blanks and Key Cutting Machines, 
bearing the ILCO trade mark, represent 
the finest in materials and workmanship. 


Look for full page announcement 
in an early issue of Hardware Age 


INDEPENDENT LOCK COMPANY 
Fitchburg, Mass., U. S. A. 


am THE SYMBOL OF SUPREME LOCK PROTECTION 











COMBINATION 
STOVE and HEATER 






| BURNS KEROSENE OR GASOLENE 
| CAMPINGO NPI 


OPTIMUS NO4S 
KEROSENE 


STOVE 





THUMB TACKS TUFTING BUTTON 


> -> > L1 


DOMES of SILENCE 


Be REMCO PRODUCTS “coe | fat! . 


KEROSENE LANTERN 


NUMERAL FLATHEAD ONE PIECE 


SOCKET TYPE 








‘s ) 

CUSHION BS yn 

GLIDES a pence No. 9H 
ORIVE ON TYPE. METAL BED TYPE j NO 9 ». 


UPHOLSTERY cl 


KEY CAPS 














Robert E. Miller, Inc. 


Swedish Optimus Co., Inc. ** 


DONG AG ORSON NG 


t 
* CO REAL CARVED WOO) LD 
Domes of Silence, Inc. Resco pon dl one see that our a me New York ae 
if he Is not suppiled—write us. N. Y. 





‘MRAK “4S 
35 Pearl Street ‘“wwusn 
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CONTRACTORS’ AND TRUCK FLARES 


FLOODLIGHTS 





Clinch Every Shell Sale With 


WIN CHESTER 


TRADE MARK 


7 have the Shells to get the trade when you're stocked with Win- 
chester. Known to every successful hunter as dependable shells to buy 
for truly superior performance. Popular. Loaded and priced to meet ever 
STAYNLESS = uly superior performance. Pop ae 
OP CHEL call made upon them—giving highest customer satisfaction. There with 
SH LS everything you want in Shot Shells. 


Stock Winchester Leader Super Speeds (lacquered) for the peak of 


Your Popular Line long range service in all weather. Speed, power, dependability geared to 
ToGetCustomers today’s high standards. Staynless. 


And Hold Them Stock Winchester Repeater Super Speeds for killing game stone dead 
rods and rods beyond ordinary shotgun range. Walloping loads for all 
aa guns ... 410 up to 10 gauge for all small game—10, 12, 16, 20 in buckshot, 

12, 16, 20, 410 in single ball, for varmints and deer. Staynless. 


Famous for the stopping shock of their short shot string 


Stock regular Winchester Staynless Leaders, Repeaters and Rangers for 
all-around hunting, and all clay bird shooting. All popular loads, in regu- 
lar field, skeet and trap sizes. Also handicap trap loads and brush loads. 
Stock skeet loads for Spring and Summer hand-trap shooting holidays. 


WINCHESTER REPEATING ARMS CO., NEW HAVEN, CONN., U. S. A. 


ORDER BY LOAD NUMBER 
AND SPECIFICATIONS 


Use your Winchester Shot Shell folder for accurate, 
time-saving reference in ordering from your Jobber. 
This attractive folder, intended especially for you to WNC 
distribute to customers, fully explains Winchester con- 
trolled shot string. Tells the advantages of patented 
Seal-Tite molded composition wads. Gives not only 
complete information about every shell Winchester 
makes, but also contains a detailed listing of loads. 
Write us for a supply of these large, handy, interesting 
four-color Shot Shell folders. Mention Form No. 1260. 
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